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PAPER 
is the base of his job 


The Offset Pilatemaker prepares, exposes, 
inks and develops the plate. 


NEW TICONDEROGA 
OFFSET 


—for fine performance in 4-color process 
and monotone. This new brilliant white 
offset paper with its smooth, fuzz-free, 
sized surface combines good ink affinity 
and distinctive appearance with 
economy on long runs. 


FINE PAPER BLEACHED BOARD DiVisION 


220 fast 4204 Street, Mew VYort 17 ¥ 
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SEN-BAK 


SURE 


* IN THE MAIL — INCLUDES: |. FINISHED PRODUCT 2. UST 
3. POSTAGE 4. COMPLETE 3RD CLASS MAILING OPERATION 


SEN-BAK 


. the triple purpose direct mail product specifically 
designed for: |. mailings that must show a profit; 


2. mailings that demand maximum response. 


SEN-BAK PACKAGE 


Sales Letter any 2 colors) 
Order Card : _. any | color—both sides| 
Envelope any | color 


25M 100M 500M 
SEN-BAK Package: 2560 8921.60 19.00 
UST 15.00 | 15.00 
POSTAGE 15.00 | 15,00 
MAILING 5.50 5.25 
TOTAL 57.10 | 54.25 


quoted per M 


Give SEN-BAK a test—Complete G.O.5S. kit 
and other ITM quotes on request. 
Patent Applied For 
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GENERAL OFFICE SERVICE + INC 


527 SIXTH STREET+> NW + WASHINGTON 1+ D 


C + NATIONAL 8-5348 
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Elegance AND Economy in one paper .. . strange 
bedfellows, but here they are! 

Currency Cover in Gold or Silver one side, White 
one side, both casein coated, does a "precious 
metals” job at penny prices. Here's fine, rich 
appearance, exceptional strength and folding 
qualities plus sharp halftone reproduction 
ability. What's more, pyroxylin inks are 

not required and excellent results with either 


letterpress or offset printing is routine. 


Complete demonstration kit sent on request. 


APPLETON COATED PAPER COMPANY 
1250 North Meade Street APPLETON, WISCONSIN 
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THE REPORTER OF 


Direct Mail 


advertising 


224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 


Volume 18 Number 8 December, 1955 


DEPARTMENTS 
COVER STORY 
SHORT NOTES 


A Monthly Copy Clinic 
REED-ABLE COPY — ( onducted by Orville Reed . 


DIRECT MAIL DIRECTORY . 


FEATURES 


WHAT AN ADVERTISING AGENCY SPECIALIZING 
IN MAIL ORDER TELLS ITS CLIENTS — 
A Lewis Kleid Intervieu 


HOW TO SELL YOURSELF WITH MAIL — hy Paul J. Bringe . 
REPORT ON THE NATIONAL BUSINESS SHOW — by “Pete” Hoke 


SAY IT — DON’T TAKE HALF A DAY — 
by William H. Butterfield . 


“DOUBLE, DOUBLE, TOIL AND... .” — hy Lawrence Freeman . 


THE MAD ADVERTISING GENIUS 
OF GREENWICH VILLAGE — /y /’, A. Thomajan . 


WHO WAS “THE PIONEER’? 


Henry Hoke, Edijo, Henry Hoke, Jr., Publisher 


M. L. Strutzenberg 


Business Manager 


Dudley Lufkin F. Stern 


Field Editor Circulation 


Joseph K. Ross 


Midwest Advertising Manager 


H. L. Mitchell 


Western Advertising Manager 


The Reporter of Direct Mail Advertising is published monthly by The Reporter of Direct 
Mail Advertising Inc, at Garden City, New York. Re-entered as second class matter 
at Post Office at Garden City, New York, under the act of March 3, 1897 Copyright 
1955 by The Reporter of Direct Mail Advertising Inc. 

SUBSCRIPTION RATES: United States, Possessions and Canado: $6. one yeor, $10 
two years, $15. three years. Fifty cents per copy. All other countries: $7. one year, 
$12. two years, $18, three years 

Midwest Sales Office: J. K. Ross, 670 N. Michigan Ave., Chicago 11, Ill. Tel: Mohawk 
4-4776. Western Sales Office: H. 1. Mitchell & Associates, 3087 Saturn Ave., Huntington 
Park, Calif. Tel: Ludlow 5-4668 

The Reporter is independently owned and operated. in addition to thousands of 
regular subscribers, all Member of the Direct Mail Advertising Association receive The 
Reporter as part of the Association service. $4.00 of annual dues pays for a subscription 
Please address all mail to: The Reporter of Direct Mail Advertising, 224 Seventh 
Street, Gorden City, New York 
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N. ¥. Times Studio 


COVER STORY 


Salute To The Dean 
Of Mail Order 


We meant to have a mythical, 
jolly looking Santa Claus on our 
cover for December . . . to symbolize 
all the good things direct mail has 
gained this year the biggest, 
most progressive year so far. 

But along comes a story which 
couldn't be resisted . . . an advance 
copy of an interview with the dean 
of mail order folks, Maxwell Sack- 
heim, conducted by the experienced 
interrogator Lewis Kleid, 

So why not substitute Max for 
Santa Claus? Certainly he has been 
a Santa Claus to many struggling 
young people who wanted to learn 
“the game.” He has helped so many 
by sharing his gifts of experience, 
knowledge and friendly honesty. 

This reporter will only introduce 
the person. Let Lew Kleid give the 
business biography on page 17. 

The story of Maxwell Sackheim is 
a typical Horatio Alger or Frank 
Merriwell tale. It should encourage 
every boy (or girl) who has an in 
feriority complex because of humble 
origin or lack of formal education. 

Max was born September 25, 1891 
in the town of Kovan in Russia. His 
father was an English Professor and 
his mother taught musie at the Uni 
versity there. His parents migrated 
to America when he was only six 
months of age. Settled in Chicago. 
His education consisted of grammar 
school. After that he had to work 

but he studied too. He must 
have had that “something” which 
makes some men rise to the height» 
while others flounder. 

Lew Kleid starts the Sackheim 
story with his first connection with 
Sears Roebuck but there were 
earlier episodes, Odd jobs around 
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for a merry xmas 


The pot is overflowing with things 

that make Christmas bright and festive. 

Add our Very Best Wishes, stir thoroughly 

and there before you is a treat for a Joyous Holiday. 

We have another recipe for you, one that has to do with the 


coming seasons. Take one smart mailing, enclose it in a 


Cupples “Personalized” envelope especially designed 


for you, sit back and then watch the returns roll in. This is a 


recipe that never fails. It has been a favorite of ours and of 


our customers for a long, long time. Our Art Department 


will be happy to prepare a sketch for you. Permit 


us to show you how we can improve your 
envelope. Write today for your recipe 
for greater and bigger RETURNS. 


envelope co., inc. 
360 Furman Street Brooklyn 1, New York 


Cher offices in TR 5-6285, 6, 7, 8,9 


WASHINGTON 
BOSTON 
PHILADELPHIA 


Chicago . . . then a minor spot in an 
agency. | have heard Max tell this 
story of his first raise: 

“The first ad | ever wrote was 
written in the snow. The agency | 
worked for was located in a build 
ing which overlooked Michigan Ave- 
nue and the lake front, in Chicago. 
Some boys were playing a game and 
had formed a_ distinct sculptured 
pattern by trampling the snow down. 
4 few hours later, after the falling 
snow had obliterated the pattern of 
the boys’ footprints, | went out and 
trampled my company’s trademark in 
the snow. 

“My boss saw me from his win- 
dow way up there in his office. That's 
how I got my first raise. There was 
nothing new in what I did. I swiped 
the idea from the boys who were 
playing a game in the snow. All | 
did was to apply it to my purpose. It 
was a lot of fun. and I’ve been hav- 
ing fun in the advertising business 
ever since.” 

After six years in that agency. 
trying to learn the advertising busi- 
ness and life itself... Max rewrote 
a Sears Roebuck ad which had ap- 
peared in farm publications of the 
day. It worked . . . and there he 
was in the advertising department of 
Sears. 

The rest of the story is business 
history (retold on page 17). After 
success after success .. . he is un- 
doubtedly the foremost expert in the 
mail order world. 

I have always liked one of Max's 
stories . . . of learning. When he 
first came to New York he was 
“burned up” at The New York Times 
for censoring his proudly-conceived 
copy. The New York Times was 
strict. It wouldn't allow exaggera- 
tion or unprovable claims. Other 
papers would run the ads . . . but 
changes had to be made for The 
Vew York Times. But then Max 
learned that the corrected, toned- 
down ads in The Times pulled better 
than the original versions. And from 
that he developed his policy which 
is followed to this day and which 
simply stated means—“It is only 
good business to be absolutely hon- 
est in your copy.” 

Max Sackheim is at the top of his 
career... a self educated, self made 
man of letters. He is not what could 
he called a physical heavyweight for 
he measures around 5’2” in height. 
but I’ve noticed when he comes into 
a room most eyes are focussed on 
him. When he sits at a table and be- 
gins talking . . . folks just naturally 
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listen. You can’t ignore his enthus- 
iasm ... and sound reasoning. 

It isn’t too widely known, but 
Mrs. Maxwell Sackheim is actually 
the vivacious Sally Weir, formerly 
of Journal of Commerce, now of 
Around-The-World Shoppers Club 
and treasurer of the New York Hun- 
dred Million Club. Sally and Max 
were married October 8, 1949 . . 
and Sally says these six years have 
been the happiest of her life. Inci- 
dentally, Sally inherited two grand- 
children by the marriage . . . the 
children of sons Bob and Sherman, 
who are also in the advertising busi 
ness. 

When they are not travelling here, 
there and everywhere, the Sackheim’s 
hide away in their apartment at One 
Fifth Avenue. New York . . . where 
Max enjoys his latest hobby 
painting. Expects to have an exhibit 
next year in New York. 

It has been a rare privilege to 
know these two people . . . and to 
give the boss this long delayed 


cover salute. 


DIRECT MAIL 
WAY DOWN UNDER 


We enjoyed seeing a letter received 
by Jimmy O'Neal (2115 New Bern 
Ave., Raleigh, N. C.) from Volstead 
Heath of Heath's Direct Mail Service 
Pty. Ltd., Gallagher Place, Rear 595 
Bourke St., Melbourne, Australia. 
Gave an interesting description of 
Vol’s struggles to get a direct mail 
agency and production shop started 
in Australia. He is doing very well. 

Incidentally, Vol is a former North 
Carolina boy. An orphan who was 
taken under Jimmy O'Neal's wing 
many years back. Jimmy trained him 
in the letterwriting and production 
business and now he is on his own 
in Australia. 

Some of the promotion letters sent 
with his report to Jimmy are better 
than good. He is using the attractive 
technique of specially designed, illus 
trated letterheads with the usual for- 
mal company name (who, what, 
where) at the bottom of the sheet 
rather than at the top. 

Vol is a glutton for soaking up in- 
formation and gathering ideas on di- 
rect mail. Lf any American creators 
and/or produc ers feel inclined to cor- 
respond with him, he would be more 
than glad to swap ideas and speci- 
mens. 
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‘set’ your own display type 


‘PHOTO-COMPOSE TYPE BY SIMPLY DIALING! 


AUTOMATICALLY DEVELOPS, FIXES AND DELIVERS FINISHED PRINTS 


The new Coxhead-Liner is an ingenious photo-lettering machine that delivers 
finished type-proofs, ready for paste-up in ninety seconds. It produces copy 
in all popular styles and sizes—ranging from 14 pt. to 72 pt. No dark room—no 
trays—no negatives—no waiting. The operation is so simple that any office 
girl can produce your type composition at her desk. 


COXHEAD-LINER 
is mode by the manufacturer of 
the world-famous 


Yards 

and 

yards of 
beautiful 
typography 
aia 
Savuings 
beyond 


compare! 


Body copy by VARI-TYPER 
Heads by COXHEAD-LINER 


HUNDREDS OF CHANGEABLE TYPE MASTERS 


Coxhead-Liner type-masters are changed like 
phonograph records. The permanent plastic 
discs are dropped into place on the spindle 
and the font is ready for action. Letter 
spacing and justifying is automatic. Simply 
dial the copy—Coxhead-Liner does the rest. 


RALPH C. COXHEAD CORPORATION 
720 Frelinghuysen Ave., Newark 5, NJ, | 


Please send COXHEAD-LINER Bookler 28 


| NAME 
COMPANY 


AODORESS 


city zone STATE, 
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EASTERN 


EXCELLENCE IN FINE PAPERS 


Eastern Corporation, Bangor, Maine 
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') 1F THIS ISSUE OF THE REPORTER 
stimulates the Christmas atmosphere 

. it’s no illusion. The blue spruce 
aroma comes from our cover which 
was processed this month with special 
scenting compound manufactured by 
Fragrance Process Co., 73 Sullivan St., 
New York 12, N. Y. This makes the 
second time The Reporter has been 
graced with perfume. We tried it back 
in 1948 and got good results. But the 
Fragrance Process is an improved 
method (chemical) and literally sweep- 
inng the country. While working out 
production details with president Al- 
fred Neuwald, he told us about the 
amazing things being done with scented 
advertising. Fragrance Process Co. 
duplicates any smell, creating any 
desired atmosphere. Post office approval 
makes it a natural for unusual direct 
mail. Write to Alfred Neuwald 
he'll give you plenty of sweet-smelling 
sales ideas. 

— 
eee 

MORE THAN ONE WINDOW can 
now be used on envelopes. Or even 
one window not used for address pur- 
poses. The old regulation, forbidding 
the use of any window except for an 
address, was amended on September 
21, 1955. (See Section 122.4, as of Sep- 
tember 21, 1955.) George Dugdale of 
Drumceliff Advertising Service, Towson 
4, Maryland, has been crusading for 
this change for many years. He tried 
at various times to get permission to 
use a window for display purposes 
rather than, or in addition to, an ad- 
dress die-cut. Now George can do it 
We think the Lane Publishing Com- 
pany of Menlo Park, Calif. was the 
first to take advantage of the new regu- 
lation. A round die-cut showed a 


QUIZ OF THE MONTH 


What is the highest mountain peak 
in Colorado . . . and what connec- 
tion does this question have with 


advertising? For answer see page 47. 
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We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 


colorful part of the illustration printed 
on the enclosed circular. Before going 
overboard on this idea you better 
check with your local post office and, 
of course, your envelope manufacturer 
should be well acquainted with the 


details. 
— 
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LONG ISLAND, WN. Y., one of the 
fastest-growing industrial centers in 
the U. S., is still on the move .. . us- 
ing direct mail to help attract even 
more industry. Latest bid will come 
from the Suffolk County Industrial 
Development Council which will send 
1,000,000 mailing pieces to businessmen 
all over the country in January. Car- 
rol Loper, chairman of the Council's 
Advertising & Promotion Committee, 
announced that the 1,000,000 mailing 
would be the first step in a four-part 
promotion program backed up by in- 
quiry-answering brochures, etc. The 
1,000,000 mailing will be largely pos- 
sible through the offer of Erastus Mun- 
son, president of Munson, Inc. (Islip, 
L. L) to print the pieces without 
charge. 

— 
eee 
WRITING FOR BUSINESS, the 
popular volume of articles on business 
communication first published in 1951, 
has been revised in a brand new edi- 
tion containing 37 more articles. While 
the book includes a good collection of 
material on all phases of business 
writing (covering reports, presenta- 
tions, etc.), there's no doubt it that 
its best concentration is on business let- 
ter writing. Within the book's 413 
pages you'll find a gold mine of letter 
writing advice .. . including the works 
of Howard Dana Shaw, Orville Reed, 
Rudolf Flesh, Kermit Rolland and 
many other top-notch experts. Several 
of the many articles were taken from 
past issues of The Reporter .. . with 
an excellent job of editing by Profes- 
sors C. W. Wilkenson, Michigan State 
University; J. H. Menning, University 


| 
| 


ly WY 
WLLL 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge has what you need . . . a bat- 
tery of automatic machines capable 
of inserting as many as 12 pieces into 
one envelope. . . crews of experienced 
people to sort and tie mail accurately 
and speed your postal deliveries. 


More and more mailers who want 
fast, economical, quality service are 
turning to Lemarge. . . the Mid- 
west’s leading mechanized mailing 
Organization. 


One of our representatives will gladly 
help on your next mailing. Phone to- N 
day and get acquainted. 


Write or phone 
for details! 


LEMARGE mauinc service 
417 Jetterson Street 


7, Minois 
fison 71030 


MILLION 
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There’s only 


One 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 


and 
SALES PROMOTION 
for 34 Years 
Planning 
Writing 
Production 


470 ATLANTIC AVENUB 
BOSTON 
225 PARK AVENUE 
NEW YORK 
109 CHURCH STREET 
NEW HAVEN 


DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mall Order Letters that 
bring back orders and cath... 
Contacting Letters that create and 
maintain good will between sales 
men's calls booklets, folders, 
brochures, house organs, circulars that 
do the welling jobs you went them 
to do. Fully indorsed by «@ nation- 
wide clientele Winner of two OMAA 
Best of industry Awards Dartnel! 
Gold Medai editor of IMP, 
“the world’s smatiest house orgen.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


SEE PAGE 41 


Leo's 3M Test Worked!! 
10M Continuation Order 
Just Received!! 


Walter Drey, Inc. 


CONTINUED | 


of Alabama; and C. R. Anderson, Uni- 
versity of Illinois. Price of Writing For 
Business is only $3.95 (and well worth 
it). You can get it direct from the 
publisher, Richard D. Irwin, Inc., 
Homewood, 


ee 


WOODEN NICKELS are an unusual 
product manufactured and printed by 
Wendell-Northwestern, Inc. of Minnea- 
polis, Minn. The company makes a 
serious profit turning out thousands of 
imprinted wooden nickels for gimmick 
promotions, sales giveaways, etc. The 


wooden nickel business started when 


a midwest town needed a fund-raising 
gimmick for their 100th Birthday Cele- 
bration. Town planners decided to 
distribute 20,000 wooden nickels (pro- 
duced by W-N) through local mer- 
chants at guaranteed face value. Every 
wooden piece held as a souvenir and 
not redeemed meant a profit for the 
civic celebration fund. Wendell-North- 
western found that their wooden 
nickels could be sold in other fields, 
opening up a lucrative market in sales 
promotion. If you'd like a sample, 
write to the company at 2424 E. Frank- 
lin Ave. Minneapolis, Minn. Unlike 
the saying, we imagine they'll be glad 
to have you take a wooden nickel 


| THE DINERS’ CLUB is doing a swell 
job with their Gift Service for club 
members providing them with a 
single source to solve business and 
personal gift-giving problems . This 
year, for the first time, the club pro- 


duced a beautiful 48-page Christmas 


mail order catalog filled with quality 


merchandise from a wide range of 
manufacturers. It was mailed in Octo- 
ber to the club's 200,000 members who 
order direct, charging purchases to their 
Diners’ Club accounts. The catalog 
also offered quantity discounts for 
business gifts. One novel gift that 
caught our eye was the “Ain-Velope” 
pictured here. Made by Naomi Ain, 
it’s a fine calf wallet-envelope (3%4” 
x 62"). Comes personalized with re- 
cipient’s name and address dated 
postmark over actual stamp with 
donor's city and state stamped in the 
postmark. Choice of black or brown 
Price is $15.00. Even if you're not a 
Diners’ Club member, write to presi- 
dent Ralph E. Schneider at 270 Park 
Ave., New York 17, N. Y 


to send you a catalog 


ask him 


eee 


HERE'S A NEW AID for tipping 


gadgets and gimmicks onto letters 


also good for mounting photos, pre- 
sentations, etc.). Called Poppet, the 
pen-type applicator ejects a small dot 
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of rubber cement each time it is tap- 
ped where cement is needed. Made of 
plastic, Poppet holds enough adhesive 
to make 5,000 dots . . . and is easy to 
refill. Comes with a protective cap so 
cement won't spill or harden. Price is 
$1.00 (refills, 10¢) . . . available from 
the Poppet Corp., 8707 Hudson Blvd., 
North Bergen, N. J. 


eee 


[) ENVELOPE IMPRINTING is made 
easier with this new cylinder press 
called the Hobson Rotary Imprinter. 
Designed to imprint envelopes at very 
high speeds, it’s compact (only 2’ wide 
by 7° long), uses rubber plates (cut- 
ting make-ready), feeds and delivers 


from the same end (convenient for 
pressman), and handles’ envelopes 
from 3” x 54%” to 6%” x 12”. You can 
get descriptive literature or arrange a 
demonstration by writing to Hobson 
Miller Machinery Co., Inc., 280 Lafay- 
ette St. New York 12, N. Y. 


eee 


INVESTMENT ADVERTISING has 
certainly changed since the old days 
when John McKenzie at Standard & 
Poor’s Corp., 345 Hudson St., New York 
14, N. Y., and others started campaign- 
ing against “tombstone” advertising. 
Investment brokers are no _ longer 
afraid of humor. We were interested 
in seeing in the October 1955 issue of 
Advertising in Action that one of Fred 
Gymer’s customers received a Merit 
Award. The Muir Investment Corp., 
San Antonio, Texas, was so honored 
for using Fred’s monthly mailing series 
of fun-provoking letters and crazy 
mottoes. The president of Muir Invest- 
ment Corp., stated that he and his as- 
sociates debated for a long time 
whether their friends and _ clients 
would enjoy or resent this subtle 
spoofing. All comments have been 
favorable. Incidentally, Standard & 
Poor's conducted their Fourth Annual 
Conference on November 3, 1955, at 


DECEMBER, 1955 


DIRECT MAIL 


WINDOW’ 


ENVELOPES 


Your prospect thumbs through his mail — and stops! Here's 
something different: an envelope with a picture window. 
He looks through it and sees a picture or message actually 
printed on the enclosure . . . 

You direct mail experts take it from there . . . it’s got 
great possibilities! 

A recent revision in postal regulations permits the use 
of windows in envelopes for advertising purposes. Such win- 
dows can be used with or without an address window. 

You will wish to develop your own picture window, of 
course. “Picture Windows’ are died out to order, to do your 
special job, so consult your envelope supplier. He can also 
obtain for you a copy of the free illustrated bulletin shown 


below — or write to 


NITED STATES ENVELOPE fei 
SPRINGFIELD 2, MASSACHUSETTS 


15 Divisions from Coast to Coast 
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SNAP-APART SETS 


CARBON-INTERLEAVED 


Bills of Lading 
| Invoice Sets 
| Statement Sets 
| Voucher Checks 
| Request For Quotation 
Purchase Order Sets 
Receiving & Req. Forms 
| Sales Order Sets 
Correspondence Sets 
W-2 Tex Forms 
Snap-Address Lobels 
Registers & Register 
Forms 
Imprinted with Your Nome, 
etc. 


CHECK 
List 


AND 
write 
FOR 
SAMPLES 
AND 
PRICES 


10 Day Shipment—Low Prices 


ALLWOOD P. 0., CLIFTON, N. J. 
Planta; N. Y. City, Newark, 


Belleville & Clifton, N. J. 


Then you'll want to get the facts on our kind 
of Sales Letter —with the built-in reply cord. 
You'll be joining a mighty impressive list of 
bive chips, too, who've learned that the 
built-in reply card boosts responses, 

lowers selling costs! 


One-stop service for creative printing 

and moiling saves your time—keeps you busy 
planning instead of just picking up loose ends. 
Why not send now for more information and 
somples of recent successtul promotions? 


SALES LETTERS 


148 W. 23rd St, New York 11 
Telephone WAtkins 9-6028 | 


the Waldorf-Astoria in New York City. 
Attendance approximately 400 
with investment brokers from all over 
the country listening to a crackerjack 
all-day program. Among the DMAA 
members on the program were: John 
Yeck of Dayton, Ohio; Boyce Morgan 
of Washington, D. C.; John McD Kane 
of New York; Jim Mosely of Boston. 
Kenneth McFarland the 
luncheon speaker. He was “tops” as 
usual. John McKenzie deserves all 
sorts of tributes for the wonderful job 
he has done in improving advertising 
in the investment field. 


() WHY POSTMEN TURN GRAY DEPT.: 


The Clover Brothers Furniture Store 


was 


was main 


in Gulfport, Miss., recently received a 
letter from a customer in Waco, Tex., 
addressed: “Downtown Furniture Store 
Run By Two Brothers Who Look Alike, 
Across Street From Dime Store, Ap- 
pliance Store At One End Of Street, 
Dry Goods Store At Other, Gulfport, 
Miss.” It was delivered without delay. 


“ee 


| NEW PHONE NUMBERS for 
Franklin Printing Co. Bunting Lane, 
Primos, Pa. got distribution 
through a clever device used in Frank- 


wide 


lin’s announcement mailing of the new 
With the announcement, the 
printing company sent a pad of slips, 


numbers 


each containing a short sales message 
and the Each slip in 
the pad was addressed to 
members of the 
(telephone 


new numbers 
various 
receiving company 
boss’s secretary, 
manager, 


purchasing agent, public relations di- 


operator, 
advertising manager, sales 
rector, etc.) The announcement asked 
that 


members of the 


the slips be routed to various 


company who will 


find the numbers useful. 


[) WE LIKE THE COPY in a recent 
folder created by Edwards Mail Ac- 
vertising Co., 3596 Brownsville Rd., 
Pittsburgh 27, Pa. Obviously aimed 
at frantic production managers and 
others who always want their jobs 
done by yesterday, it was a monolo- 
gue ttiled “I am a Rush order”. Sam- 
ple lines: “I am master of overtime 
and mistakes. I lose quality and am 


rarely accurate. I rush ruthlessly on 
on and on and on. I am a Rush order.” 
You expect the copy to lead into a 
pitch on Edwards’ super-fast service; 
but instead, it’s given this sensible end- 
ing: “Fortunate am I when I end up 
at The Edwards Company. For here 
they have learned to say: “This is a 
Rush order—take your time, for we 
have no time to re-do errors.” 

eee 
) MAGIC MARKER is the name of a 
new inexpensive marking device, ideal 
for making rough or finished direct mail 
Manufactured by Speedry 
Products, Inc., 9-31 121st St. Rich- 
mond Hill 18, N. Y., it’s actually a 
streamlined version of Speedry Brush- 


layouts 


pen, popular marking device used in 
mail rooms. But the new instrument 


~ 


comes in a small easy-to-handle bottle 
with a felt nib produce 
either thin or wide lines 
as fast as 


can 
Its special 
you 


which 
non-liquid ink dries 
write, leaving a sharp clean line on 
any surface. Magic Marker also comes 
in nine different colors, which cost 
only 69¢ apiece. The markers last for 
six months, then refills can be obtained 


for only 25¢. 


™ ANOTHER NEW POSTAL REGULA- 
TION: Bill Schulz of American Auto- 
matic Typewriter Co., 136 Liberty St., 
N.Y.C. brought to our attention an 
item in The Wall Street Journal about 
a new postal regulation which now 
permits businesses to enclose letters or 
messages inside packages instead 
of the usual use of separate but at- 
tached envelopes. Under the new rul- 
ing, letters or other pieces of First or 
Third Class mail may be placed inside 


Fourth Class parcels. First class may 
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be also placed inside Third Class pack- 
ages. Mailers must pay postage on both 
classes, and indicate “First Class mail 
enclosed” or “Third Class mail en- 
closed,” below the package postage 
(just above address). The regulation 
went into effect on November 28th for 
a 60-day trial. The post office wel- 
comes comments on the new ruling. . 


so see your postmaster about it. 
eee 


[) MARDPILER is the name of a new 


ideal for good- 


business card file 
will gifts or for personal use. Com- 
plete with alphabetical index guides, 
the 542” x 4%” x 242” file eliminates 
endless searching for misplaced busi- 
Imprinted in gold with 


ness cards. 
name or advertising message, Kard- 
filer sells for $2.00. Get more informa- 


tion and quantity prices by writing to 
The Vail Company, P.O. Box 368, 
Woodland Hills, Calif 


eee 


“WHOOPS, WRONG CARD!” ... 
George Waldo, sales representative for 
the Challenge Machinery Co., Grand 
Haven, Mich. uses a clever stunt to get 
by secretaries and receptionists in the 
firms he calls on. When they ask him 
“who shall I say is calling, please?” 
George hands them the darnest card 
they ever saw. It reads: “GEORGE 
WALDO—TV Sets, New Cars, Brooms, 
Wheel Chairs, Rigging, Box Lunches 
Put Up, F.H.A. Connections, Wash- 
ing Machines, Baby Sitting, Races 
Fixed, Horoscopes, Trash Hauling, 
Harnesses Repaired, Liquor, Hotel 
Reservations, Brassieres, etc” . list- 
ing eight other After a 
puzzled look registers on the secre- 
George says “Whoops, 


“services” 


tary’s face, 
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CORRESPONDENCE... 


When it comes to letterheads, en 
velopes and most other office forms - 
America does business on famous 
NEKOOSA BOND Unsurpassed for 
appearance, erasability, printability 


DUPLICATING... 

Whether it's gelatin of liquid-type 
equipment, NEKOOSA DUPLICATOR 
makes brighter, clearer copies — and 
more copies per master. No curls, 
fo wrinkles—for fast, trouble-free 
performance. Comes in eight colors. 


BOOKKEEPING... 

Every job requiring a ledger paper 
can be done better on NEKOOSA 
LEDGER. It offers “built-in” strength 
to withstand handling and machine 
use — plus easy on-the- eyes colors. 


MULTIPLE COPIES... 


When strength must be combined 
with lightness, you can depend on 
NEKOOSA MANIFOLD A water 
marked bond paper, it is ideal for 
multiple carbon copies, aw mail sta- 
tionery, enclosures, forms, records. 


MIMEOGRAPHING... 


NEKOOSA MIMEO has @ lint-free 
bond finish designed to give clean, 
sharp reproduction. Saves time, too, 
because it hes fat, goes through the 
machine so smoothly and speedily. 


DIRECT-PRINT COPIES... 


For faster, brighter reproduction on 
diect copy of whiteprint machines 
use NEKOOSA MASTER LUCENT 
Reproduces typewriting, pen of 
pencil. Particularly suitable for print- 
ed of lithographed master sheets. 


can be obtained in a wide variety of colors, weights and 
finishes from your printer or your Nekoosa paper merchant, 


[ ool 
the 
COAG 
Ph per: 
j 
\ 
— 


Over 1,000 
Shop Owners 


Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 


invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 


bring you a full 
description of 
membership services. . . . 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 


for less than 


Crocker's 
Mirro-Krome postcards 
in full natural color 


Equally effective for initial promotion, 
follow-up merchandising or ‘‘remind- 
ers,"' these sparkling postcards qual- 
ify on all points 
Quality—Prize-winning. First award 
in the 1954 National Lithog- 
raphers Assn. competition 
LESS THAN 1\%¢ APIECE 


¢ Additional information samples and prices 
from your nearest H. Crocker office 


S. CROCKER CO., INC. 


San Francisco 720Miswon Creago Clark 
Los Angetes 20300 7th New York 23 26th St 
Dept. Baltimore 1600 Ciiaton 


Price 


wrong card!” and hands her his regu- 
lar one from Challenge Machine Co 
He says the jack-of-all-trades card is 
a tremendous ice breaker and seldom 


fails to get him in 


— 

eee 
SPEAKING OF BUSINESS CARDS 
Recording & Statistical Corp. 
100 6th Ave. New York 13, N. Y, 


makes good use of theirs with a neat 
little folder designed to promote their 
sales representatives. Cover of the 
folder looks like an office door at R&S 
Corp. The representative's card is in- 


serted inside, with a die-cut slot in 
the cover revealing his name on it as 
though it was on the door. Headline 
asks prospects: “Why Not Leave Your 
Tabulating Problems At Our Door?” 
The folder is a good idea for getting 
business cards into the hands of pros- 


pects introducing salesmen 


[) YOU NEED AT LEAST $300 TO $500 
CAPITAL to enter the mail order busi- 
ness . according to a Federal Trade 
Commission complaint which recently 
lowered the boom on Leon Wolff (Los 
Angeles), publisher of the L. W. Mail 
Order Survey. Wolff that 


as a mail order expert he could teach 


advertised 


beginners how to operate a profitable 
business with a shoestring 
Not 
in their complaint 
The 
that 
mail order is crowded, risky and costly 


mail order 
investment of only a few dollars 
the FTC 


against the west coast publisher 


so, said 


commission wisely pointed out 
with success for beginners with 


limited capital questionable 


eee 


“HOMEWORK SCHEMES” .. . is 
the title of a forthcoming Fact Book- 
let to be published by the Boston Bet- 
ter Business Bureau and to be dis- 
tributed by local BBB’s over the entire 
country. This reporter was privileged 


to examine an advance manuscript 
Was asked for criticisms or suggestions 
We told Boston General Manager Ken- 


neth Backman that we couldn't find a 


thing wrong. t is the best thing yet 
on the subject. hould be read by 
everyone in direct mail who wants to 


help keep the mails free from frauds 
The Boston study describes and analy- 
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zes all the phoney homework schemes 
this has been yammering 
about for many years while the 
promoters have milked millions out of 
innocent but unwary women. Be sure 
to get a copy from your local BBB 


reporter 


when available 


eee 


OF FRAUDS 


article 


SPEAKING we 
enjoyed reading an recently 
syndicated by The Catholic Press Un- 
ion, Inc. Author Robert C. Broderick 
wrote a valuable feature titled “Beg- 
gars of Today Wear Envelopes, Not 
Sandals.” It is a sound and sane discus- 
sion of the use of the mails by charity 
organizations with particular emphases 
on how to spot the worthy and vice 
articles of this nature 
They would not hurt 

but they would 


versa. More 
should 
legitimate drives 
certainly help to stamp out the relig- 
recently re- 


appear 


ious rackets such as those 
ported from Miami to Pittsburgh. 


eee 


IF YOUR PROBLEM is sorting or 
moving large quantities of mail, maybe 
you can help solve it with Malebag- 
holders, sturdy racks designed to hold 
mailbags for easy handling. They have 
adjustable bag hooks hold bags 
wide open and well off the floor 

are easy to move (even when they hold 
500 Ibs.). Write to W. A. Charnstrom 
Co., 305 S. 5th St. Minneapolis 15, 
Minn., and ask them to send you their 
descriptive folder. It'll give you specifi- 


cations, prices, etc. 


— 

eee 
SCHWAB AND BEATTY, INC., 
advertising agency at 488 Madison 


Ave., New York 22, N. Y., have done 
a lot of unusual things in their long 
and praiseworthy career. Several years 
ago we reported on their use of a full- 
page newspaper advertisement to give 
a miniature course on how to handle 
mail order advertising January 
1954 Reporter, page 42) but on Sep- 
tember 16, 1955, S&B pulled a real 
On the bottom of the last col- 
umn on the first page of The New 
York Times was a two-line notice as 
follows: “See Pages 24 and 40, Schwab 
& Beatty (Advt.).” A full-page ad on 
the back page of the second section 
(page 40) of The Times titled 
“How Long Should an Advertisement 
Be?” It was crammed full of type. The 
(Continued on Page 50) 
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24 PAGES OF FEATHER 


~ 
PAGE 


ADVERTISING 


roe 


town Coren — 
plus ADVERTISING 


The William Feather 
Magazine . NOVEMBER 1955 


corvarcur, 1955, THe WELLIAM FEATHER COMPANY 


The circulation of this magazine is restricted to our customers 
and prospects. William Feather edits a group of magazines like 
this for other companies. Details regarding this department 
of our business will be supplied to those who are interested 


For thirty-five years, this pocket- 


size house organ, written by 


WHEN TRAVELING I usually take twice what 
I think I shall need and discover eventually 
that I need twice what I took. 


William Feather, has been read 


by thousands of business men, in 


A LAWYE ian’s ide: create ‘ 

1 LAWYER'S or a politic in's ide Lis to create every part of the nation. Users of 
a disturbance and hence I dislike to be around 
when they are not well and promptly served. #° our service are located in New York, 


IN BASEBALL, a game won today will countf Philadelphia, Seattle, Toledo, New Orleans, 
£ 
much as the last game of the season, so 


me in our day-to-day work. 


DESIRE FOR MONEY will pro 
ness and not enterprise. T. 


enjoy their 


ae SS Complete details, samples and cost information will be sent upon request. Anyone 
in a business not competitive with our present customers can try our magazine on 


a test basis. Quit anytime you find the magazine is not doing an effective advertising job. 


THE WILLIAM FEATHER COMPANY + 9902 Clinton Road + Cleveland 9, Ohio 


Ss, 
Here is a Ygslod House Organ Service for Established Busi e 
E. 
_ 
re 
7 
— 
} 
W the averages go. And this applies tg#” Minneapolis. The majority of our customers = 
‘ 
have been with us fifteen to thirty-five years. 
yours {s a small company, selling a product or service 
: 
4 repetitively, our service may be just what you are looking for. 


For your sales promotion pieces: 


Hammermill Opaque keeps show-through to a minimum 


ERE'S a paper that takes printing 
H on both sides without that objec 
tionable show-through that can ruin 
the whole effect of promotion jobs that 
must make the cash register ring. The 
two photos at the top demonstrate 
Hammermill Opaque's extra opacity 
that keeps dark halftones and solids 
from interfering with what's on the 
“other side” of the page. 


Because it has more opacity, weight- 
for-weight, than other types of paper 


— 


Hammermill Opaque allows you to use 
lighter weights on multi-page jobs, may 


return a bonus to you in postage savings. 


Hammermill Opaque also has a 
bright blue-whiteness that gives you 
excellent contrast with both type and 
halftones, without dulling their effect 

Hammermill Opaque is ideal for a 
wide range of sales promotion pieces 
including self-mailers, instruction 
sheets, magazine inserts, accordion 


folders, small booklets and price lists. 


Ask your printer to use Hammermill 
Opaque on your next job. Choose from 
a large selection of substance weights 
and four pleasing finishes — English, 
Vellum and the new, distinctive 
Laurel and Pearl. Hammermill Paper 
Company, Erie, Pennsylvania. 
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What An Advertising Agency 
Specializing In Mail Order 
Tells Its Clients 


A Report Of An Interview With Maxwell Sackheim, 
President Of Maxwell Sackheim Co., Inc., N. Y. C. 


by Lewis Kleid, (resident, 
Lewia Kleid Co., N. Y. C. 


TARTING as a_ youngster in 

Chicago with an extraordinary 
talent for writing selling copy, Max- 
well Sackheim is rapidly approaching 
50 years of specialization in a field 
in which he has had “big time” ex- 
perience as a copy writer, a mail or- 
der entrepreneur, the presidency of 
an industrial company and his own 
advertising agency. 

His early days as assistant to the 
advertising manager of Sears Roe- 
buck gave him a healthy respect for 
mail order keyed copy. In 1914 he 
joined Ruthrauff & Ryan in New 
York launch the “they 
laughed when | sat down at the 
piano” era of advertising. He worked 
S. School 
School of 


helped 


on such accounts as the U. 
of Music, Sherwin Cody 
English, Doubleday, ete. 


During this period he met Harry 
Scherman, a brilliant copy writer out 
of which developed the Sackheim & 
Scherman advertising agency and, 
after trial and error, The Book-of 
the-Month Club. 

Their extracurricular 
started with the Little Leather Li 
brary, a forerunner of the Pocket 
Books idea which the partners 


activities 


launched with an investment of $300. 
The first 
Little 


direct advertisement for 


Leather Library written by 
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Sackheim, “a genius in this type of 
advertising”, says Harry Scherman 
appeared in Pathfinder and offered 
“30 World’s Great Classics for $2.98. 
Send no money. Pay when the post- 
man delivers.” In the period from 
1920 to 1924 this technique, with 
circularizing, sold 40 million books 
by mail. 


Messrs. Sackheim & Scherman 
then proceeded to mail order photo- 
graph records. In the first year of 
operation under the name National 
Music Lovers, a million dollars worth 
was sold. Up to that time, records 
were primarily sold singly. The new 
mail order company sold them in al- 
bums of & records for $2.98. They 
included old time American songs, 
sacred music, grand opera and popu- 
lar selections. The record business 
but another great idea 


killed National Music 


was great 
(RADIO) 


Lovers. 


In 1926, Book-of-the-Month was 
formed by the partners while Sack- 
heim & Scherman was also function 
ing with some 25 accounts and sub 
stantial billing. In 1928 Max joined 
Brown Fence & Wire Company (suc 
cessively Treasurer and President), 
sold out his interest in the Club to 
Mr. Scherman and turned over the 


advertising agency to employees 


(Ruthrauff & Ryan alumni) Victor 
Schwab and Bob Beatty, who sub- 
sequently changed the name to Sch- 
wab and Beatty. 


After 16 years with Brown, Max 
returned to New York in 1944 to 
his first love, advertising —and with 
3 accounts, was back in the adver- 
lising agency business. Today with 
36 employees, some 34 accounts and 
billings of about 4 million dollars 
annually —Maxwell Sackheim shows 
his confidence in mail order advertis- 
ing by moving his organization to 


an entire floor in a brand new 


building at 545 Madison Avenue, 
New York City. 

Now, let’s ask Max some ques- 
tions... beginning on the following 
page... 


Reporter's Note: The Reporter in the past 
hes carried a number of interviews conduct- 
ed by Lewis Kleid, of Lewis Kleid Company, 
25 West 45th St, New York 36, N. Y., with 
leading personalities in the mail order or 
direct mail fields. This one is just about the 
best. The subject for intreview appears on 
the cover. The cover story on page 5 gives 
@ personal type of introduction. We'll let 
Lewis Kleid fill in the business details. 
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Questions from Lew Kleid . .. Answers by Max Sackheim 


Q: You've helped so many men 
succeed Max, what is the prime 
requisite for a “break” in the mail 
order business? 


A: He must be a good business man, 
before he can become a good mail 
eider man. He must be able to plan 
end project. He mus: hnow how to 
buy, to organize, to finance and to 
expand fast if the response comes in 
fast. 


management is 
merchan- 


mind, the 
important than the 


To my 
more 


dise, the advertising or the selling 
plan. Too many good items and 
good ads smash on the rocks 
of bad management. 

Q: When are there conditions or 
circumstances when it is more 
favorable to start a mail order 
business? 


A: It's a great deal tougher when 
you have to start from seratch. You 
have to find space, build an organi- 
zation, hire help and do everything 
from the ground up. But, if you have 
a going business and can siphon off 


Lewis Kleid (right) interviews Maxwell Sackheim 


some of the profits for experimental 
work in mail order, the risk and the 
headaches are less. You're working 
out of a basic business. You're 
spending profits, not hard earned 
capital. You have a good start. 
You're still moving but perhaps 
tackling it from another direction. 
It’s just good business, just as it was 
good business in another sense for 
Gillette to buy Toni. It’s better to 
add a business to another business 
than to begin from a standing start. 
Just like adding a new item to a 
line. 


Q: What is the criteria of a suc- 
cessful mail order item? 


A: Some of us fail to realize that in 
this business you should aim to buy 
a customer, not merely make a sale. 
The original order is important but 
you haven't got a business unless 
there is some habit or repeat char- 
acteristic. That's why magazines can 
afford to lose money on trial sub- 
scriptions that’s why the “inertia 
plan” in a club operation is so suc- 
cessful—it keeps the books or rec- 
ords going out “till forbid”. Of 


course, this sort of selling requires 
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courage and capital. In buying a 
sale you must be able to last it out 
and project that customer into a 
buying habit pattern. 


Q: Many gift firms have had pro- 
blems in keeping their heads above 
water in the mail order field. Do 
you think that this is becoming a 
more difficult area in which to 
sell by mail? 


A: So much depends upon the mer- 
chandise offered and the ability to 
finance and manage a business until 
it turns the corner that the mail or- 
der business is difficult in proportion 
to the owner’s ability to succeed in 
these areas. In addition, there is the 
problem of the rate of growth and 
the ability to keep on picking win- 
ners. It is certainly not an easy 
business to succeed in at the start or 
survive in afterwards. Naturally, the 
more competition the tougher it is 
to get orders—even if the competi- 
tion is from beginners. 


Q: If someone came into your of- 
fice with a brand new gadget that 
had tremendous “one time sales 
appeal” would you undertake a 
mail order campaign in its behalf? 


A: Yes, if the advertising promo- 
tion were to be used as a wedge to 
get the retail stores and chains to 
stock it and push it. Otherwise, it 
would be far better to stick to its 
manufacture and turn the mail order 
selling over to the people who know 
it best—firms such as Miles Kimball, 
Damar, Breck’s and the other cata- 
log houses which have big lists of 
mail order customers and the “know 
how” to do it well and fast. Or, if 
the item has natural repeat possi- 
bilities or an automatic repeat plan, 
so that the initial cost per order rep- 
resents an investment in future busi- 
ness, we would go along with the 
advertiser. A_ straight “one shot” 
proposition doesn’t appeal to us. 


Q:In testing a new product, do 
you think it is a good idea to test 
first using a space advertisement— 
or to prepare a mailing piece and 
test using logical lists? 


A: Much depends upon the products 
and the publicity it is advisable to 
give to launching the product. We 
think a space test is faster and more 
reliable because many more people 
can be reached for the same amount 
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of money. However. the best test of 
course is to try both simultaneously. 
I would not rely on either unless the 
test was clearly successful. Too many 
ads flop while mailings pay. Too 
many mailings fall down while ads 
pay. I certainly would try both if 
the mathematics of the deal made 
success feasible. 


Q:What is the importance of the 
location of a mail order firm? 
Would it be objectionable to be 
located, let us say, in East Liver- 
pool, Ohio or Secaucus, New 
Jersey? 


A: The closer the prospect is to the 
seller. the better the response. If 
you're mailing to the West Coast 
results will be better if you use a 
West Coast mailing address. If you 
are mailing nationally, use two ad- 
dresses (one for the East Coast and 
one for the West Coast). On the 
other hand, there is no disadvantage 
is being located in a small city as 
opposed to a big city. 


Q: What is an ideal unit sale price 
for mass mail order mailing? 


A: $1.00 is an ideal unit for maxi 
mum response, It is the easiest sum 
to mail. The trouble is the margin 
of profit is so small a prohibitive 
percentage of results must be se 
cured, It is better to figure back- 
wards—-on the likely 2° 
3°, to 5°, of results normally ob 


me 
tained! 


Q: Can expensive items be sold 
successfully via mail order? 


A: Yes, but you may have to sell 
terms not price—such as $5 down 
$2 per month. These expensive “one 
shots” can enable a manufacturer to 
dispose of surplus inventory which 
he might otherwise have to unload 
at a great sacrifice. By making a 
virtue of a liability one can recap 
ture some of the value without hav 
ing to take the punishment of a job 
lot sale. Another application of the 
single shot expensive item mail order 
approach is to caleulatingly use mail 
order as a device to get department 
store and chain store distribution. 


Q: What are the conditions under 
which it is desirable shoot for 
inquiries instead of direct orders? 


A: In a large measure it depend- 
upon the unit of sale. The higher 
the dollar unit, the more difficult it 
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MAXWELL SACKHEIM’S 
FIVE PRIMARY RULES 
OF COPYWRITING 


The basis of copy is “think in terms 
of words that SELL, for in the final 
analysis, advertising is selling.” 


First, concentrate on the consumer. In the 
end you must sell him, no matter what 
method you use. In the beginning you must 
know him. 


Know your product. 


Find the “symptom” or “symptoms” that 
your product is qualified to cure. It may be 
a mental, physical or financial “symptom” 
but your product must have an “excuse for 
existence.” 


Be exciting in your writing. 


Advertising is essentially NEWS. It should 
inform, enlighten, instruct, or promise a 
reward. The news may take many forms. 
It may be price. It may be a new slant on 
quality or both. It may be a new use for an 
old product. It may be a new twist to an 
old use of an old product. It may be startling 
language applied to a prosaic product. But 
always news. 
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is to close the order direct for an 
ad or a mailing. Margin of profit is 
another factor. 
able advantage in getting inquiries 
A list-building 
program can be conducted out of 


follow 


There is a consider- 
on @ seasonal item. 


season for timely 
up. 
A firm like Jackson and Perkins does 


special inquiry 


pin-point 


promotion in mid- 
winter for spring selling and in mid- 
summer for fall follow-up. Shooting 
for inquiries is largely a matter of 
figure out 
how much it costs to get a name and 
then what percentage you convert. 
You may be able to pay $500 or 
even $1,000 per thousand names if 


mathematics. You must 


you can convert a big enough per 
centage! 


Q: What are the advantages, if 
any, of “bill me later” as opposed 
to “cash with order” or “C.0.D."? 
A: This “bill me later” 
lends itself beautifully to automatic 


technique 


renewal of anything that has a re- 
peat appeal. It is the best mail order 
selling device. It batters down sus 
picion and resistance. It immediately 
your offer. 
Every device that removes resistance 


inspires confidence in 


is bound to increase the percentage 
of orders. 

From a business point of view you 
must balance the increased percen 
tage of response against credit losses. 
But usually the extra orders more 
than When you say, 
“Send no money. We will bill you 
“We trust 


compensate, 


later,” you are saying, 
you”” 


Q: Some experts say “Don't give 
‘em a choice—make it easy”. Do 
you agree with this single offer 
approach? 


A: This is an exploded theory, For 
offer a 
choi e of as many as 15 books. W hen 
he has a choice of 15 different items. 
the average man has the inner joy 
of being able to say “no” to 14 of 
them. He has become a free man. 
He is not a slave. He says, “I don’t 
want this. | don't want that”, it ert 
ables him to exercise his judgment. 


one of our clients we now 


It inspires confidence, removes re 
sistance. The multiple choice has the 
additional advantage of offering a 
special price for an additional pur 
chase thus increasing the unit of 


sale. 


Q: Very few advertising agencies 
are concerned with fulfillment— 


how far do you think an agency 
should go in setting up procedures 
to make sure that advertising re- 
sults are properly processed? 


\: I think the further an advertising 
agency can go in setting up proce- 
dures for a client, the more valuable 
that agency can be to this client. We 
have employed management engin- 
advertising managers, helped 


purchase equipment and even ad- 


eers, 


vised clients as to where to locate. 


Q: How important is the word 
“free” in mail order advertising 
today? 


A: We've found that the word FREE 
has not lost its lure but a “bargain” 
is better. As an example, Vd rather 


e Would you tell me 


@ some of your basic 


rules for writing mail 


order copy? 


It must be thor- 

A @ ough nothing 
@ must be left to the 
reader's imagination. It 


‘ redible ne one 
untruth. 


must be 
buys an obvious 
It must be sincere, for in- 
sincerity unsells. It must be 
a bargain in one form ot 
health, in 

oe d 


another, 

knowledge, — in 
worthy of an exchange for 
of the ef- 


fort involved in buying by 


money. worthy 


mail, It must be made at 
tractive enough to justify 
stopping, reading, believing 
and acting. 


have a 1 sale (one at the regular 
price and one at 1¢) than to have 
one at the regular price and one free. 
The Dollar Book Club offers “3 
hooks for $1” instead of “two books 
free, and the third one for $1”. In a 
similar vein the Literary Guild offers 
3 books for $2 instead of 2 books 
free for joining if you buy the third 
book for $2. Actually, the offers are 
the same, but it gets back to the most 
Make it 


important factor in copy. 


believable, make it plausible. 


Q: Is there any benefit in using 
odd figures such as $1.98, $2.49, 
$3.98 instead of round figure ($2, 
$2.50 or $4)? 


A: The public has been indoctrina- 
ted with department store sales ap- 
peals. Even the auto makers have 
taken a tip from the merchants by 
offering cars at odd prices ($2.895. 
OO} insead of 
$2.900. An odd figure gives the il- 


rounding it off at 


lusion of a reduction or an 


amount computed on actual costs. An 


pri e 


even figure ($4, $8 or $10) seems 
contrived to make the 
profit for the seller. 


maximum 


Q: Do you believe in celebrity 
testimonials in mail order selling? 


A: Don’t underestimate the intelli- 
gence of people. It just isn’t believ- 
able that a movie star has willingly 
and gratuitously commended a pro- 
duct. For our purposes I prefer tes- 
timonials from the average “man on 
the street”. They are believ- 


Q: Traditionally, mail order ad- 
vertisements are packed solid with 
type. Why do these ads pull better 
than artistic, decorative layouts? 


A: Sears’ old theory that the thing 
that sells merchandise is conversa- 
tion and price is still true. The more 
you have to say about a product, the 
more reason you give your prospect 
for buying. Thus. instead of saying. 
“Ask the man who owns one” it'd 
be better to say “Why we want you 
to ask the man who owns one”. 
There is no need to deprive the pub- 
lic of the information it 
make a decision. It’s the old story. 


needs to 


“One sale is better than a thousand 


impressions”. Institutional advertis- 
ing or prestige advertising is an ex- 
pensive way to sell. It takes too long 
much to wait 


away the 


and costs too while 


dripping 


stone. 


water wears 


Q: How long a period of time from 
the date of receipt of the first order 
before you stop counting stragglers 
for the record? 


A: Roughly, two months on a week- 
ly. three months on a monthly—but. 
more important, it isn't necessary to 
count every single order straggling 
in. Leave yourself plenty of margin 
for safety. Everything after a cer- 
tain time limit should be lumped and 
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better 
projecting not to count 


considered gravy. It's plan- 
ning and 


every order ad infinitum. 


Q: How do you relate this “safety 
factor” to direct mail? 

A: If you get 2.5% on a test there's 
no guarantee that you will get the 
same results on a run. Direct mail 
When 


you mail in larger quantities prob 


just can't be that scientific. 
lems of duplication develop and re 
sults frequently fall off. Henee, if 
you need 2% and you get close to 
that on a test, you must proceed 


cautiously because on a larger run 
your results might easily fall off a 
14%. Very rarely will runs exceed 


the initial test results. 


Q: In space advertising it's pos- 
sible to check the comparative pull- 
ing power of copy by using “split 
runs”. How can you approximate 
this ideal situation in direct mail? 


\: The ideal would be a Ll by 1 sort 
of the addressed envelopes. The next 
best bet is a “shoe box” sort which 
alternates clumps of addressed en- 
velopes. The further you get away 
from this refinement the greater the 
possibility of error. In any case, I 
think it's always a 
double check by spreading each iden- 
tical group in half again and keying 


good idea te 


each group separately with the 
identical mailings! 

Example: If you were testing 4M 
on copy and 4M on COPY split 
group A into 2 lots of 2M each with 
everything identical except the key. 
Do the same with copy B. If either 
key on either copy effort varies sub 
stantially, something has gone wrong 
with the sampling selection. If the 
keys on either copy test pull approxi- 
mately the same, then you can pro- 
ceed with some measure of conh- 
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Can you explain why so few 
advertising agencies are in- 
terested in or qualified to give 
direct mail counsel or to pre- 
pare direct mail advertising? 


| am quite sure the reason for the indif- 
ference of most advertising agencies to 
direct mail is that the method of compensa- 
tion has been inadequate. Whether they 
realize it or not, users of space advertising 
pay for advertising agencies’ services and 
they should be just as willing to pay for 
direct’ mail 
well qualified to do this type of work but 
from it 
adequate compensation. 


A: 


back 


Q: Your agency is unusual in that 
in planning direct mail tests for 
your clients you also select the 
mailing lists for the test. Do you 
have any media man or special 
procedure for evaluating lists for 
testing? 


A: We consider lists so important 
that our top account executives, in 
cooperation with the advertisers 
themselves, select mailing lists. Of 
course, we all depend to a tremen- 
dous extent on the 


broker. 


mailing — list 


Q: Do you have any special for- 
mula for quantities of names to be 
tested? 


A: This depends on the size of each 
list and upon our combined judg- 
ment as to where we can reach a 
point of stability in results. The im- 
portance of an accurate result would 
also determine the quantity to be 
tested. Usually we think a test of 
2.000 is sufhicient where 29, results 
will tell the story. If only 1% is 
required, we would probably make 
our minimum test 5,000, 


Q: How can an advertising agency 
be compensated for preparing 
direct mail copy for mail order 
clients? 


A: Because the volume of work in 
volved in preparing a direct’ mail 
effort is so much greater than that 
of doing an ad. | think an advertis- 
ing agency should be paid a mini- 
mum fee for the mailing plus a fee 
per thousand mailed, or a percen- 
tage of the total mailing cost. There 
is no other way that I can see that 
would make the average agency sat- 
ished to do a great deal of direct 
mail work. By adding $3, $4 or $5 
per thousand to the mailing cost, 
only one or two more orders per 
pay for the best 


thousand would 


services, 


away 


Many 


agencies are 


because of the in 


agency service. Its almost the same 
idea as using better paper, better 
printing, or any other idea that’s 
presumed to help bring better re- 
sults. 


a So many experts 
get involved with 
testing colors, 

postage, self-mailers and 
other mechanical varia- 
tions. What, in your es- 
timation, is the most im- 
portant factor in design- 
ing a mailing piece? 


When all is said 

A e and done, | think 

the offer is the 
most vital part of a mail 
ing. A wonderful offer on 
ordinary merchandise — is 
better, in my judgment. 
than a bad offer on good 
merchandise. 


Q:If mail order agency men can 
secure “cash on the barrelhead” 
results for clients, why isn’t it pos- 
sible for you and other agency 
specialists to take on national non- 
mail order accounts and produce 
tangible results for that kind of 
advertiser? 


A: The answer to this simply is “Tt 
is not only possible, but probable”. 
The trouble is we are our own worst 
advertising agents. Someday some 
really big advertiser who wants leads 
for salesmen, or prospects for deal- 
ers, will employ a mail order adver- 
tising agency and revolutionize his 
results. There are at least half a 
dozen good mail order advertising 
agents who could do a phenomenal 
job along this line. 
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Reporter's Note: Paul J. Bringe, sales manager 
of Milwaukee Dustless Brush Co. 530 N. 
$1, Milwaukee 3, Wisconsin and DMAA 
Director, has appeared many times before 
in The Reporter. But this time he is talking 
about a different business than his own. The 
material here was presented at the 5éth 
Annual Convention of the Wisconsin As- 
sociation of insurance Agents on October 
18, 1955 at the Hotel Schroeder in Milwaukee 
When it came in, we liked it immediately 
mostly on account of what happened 
the evening before. Riding over to Newark 
with Bill Doppler to make a speech, we ran 
inte @ young executive in the industrial 
insurance field. | don't know how the con- 
versation got started, but in the short fifteen 
minute ride we covered nearly the whole 
gamut of objections to direct mail. This man 
had “tried direct mail but it doesn’t work.” 
He was “agin” it, He was spending his 
company’s money on foolish things 
presents, gadgets, etc. to give to prospects. 
He admitted being open to new ideas. 
Maybe Poul Bringe’s simple explanation is 
whet these doubters need. it certainly de- 
serves a place in the direct mail records. 


Direct mail can and is being used 
to sell any and every product or 
service you can think of. 
television, dresses, 
gold mining equipment and 
floor brushes, which | have been 
selling by mail for almost fifteen 
years. We do not have to speculate 
on whether or not insurance can be 
sold by mail because millions of 
dollars worth is being written with 
no more contact between buyer and 
seller than a printed ot typewritten 
piece of paper. 

Business firms and individuals are 
using mail in 
($1.250,000.000 


Pencils, 
lobsters, shoes, 


even 


volume 
year}, 


tremendous 
worth last 
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Milwauker 


not because of any personal prefer- 
ence for this form of selling, but be 
cause they find it costs less than 
other methods, or when used as a 
supplement to other ways of selling, 
brings down the total cost. Let us 
see if it can bring down your sell- 
ing cost or raise your sales volume. 


Since | know little about the in- 
surance business, | can give you only 
a bystander’s about 
your service. When | bought a home 
in 1940 with an FHA mortgage, | 
found myself with fire insurance to 
cover the lender's as well as my in 


Hnpressions 


terest. This insurance was not sold 
to me—it was purchased by the bank 
and the bill for it sent to me. I still 
have fire insurance with the same 
Company today, at triple the original 
amount, yet | have never had a call 
from a salesman of that Company. 
All renewals and 
handled by mail. 


increases were 


A few years ago | bought a small 
farm, and because hunters have a 
way of swarming over it at this time 


of year and shooting at each other, 


HOW TO SELL 
YOURSELF ... 
WITH MAIL 


By Paul J. Bringe, Sales Mor. 


Duatless Brush 


Presented at the 56th Annual Convention 
of the Wisconsin Association of Insurance 


Agents, October 18, 1955, Milwaukee, Wis. 


Co. 


I wanted protection. | looked in the 
phone book, picked a likely name, 
and a few days later | had a policy 
covering not only the farm but my 
home in town. Again no personal 
call—telephone and mail were used 
to do the selling. 


I am in no position to know the 
worth or reliability of one insurance 
company as against any other, and 
even if | wanted to know, it would 
be difficult for me to find out. In- 
surance is too often sold like pack- 
age goods off a store shelf. There is 
little distinction made between  sell- 
ers. In fact, the name of the Com- 
pany is usually the last thing the 
buyer is interested in. When I buy 
insurance, | look for integrity and 
intelligence in the seller. When | am 
satisfied that the insurance salesman 
knows what he is talking about and 
places my interest at least on a level 
with his own, very little selling is 
necessary. 


Be My Friend 


Your problem is not like that of 
the car dealer who must sell the 
finer points of his vehicle, or the fur- 
niture dealer who must lure you with 
eye appeal and style—your problem 
is to sell yourself as an honest man, 
an intelligent man, a man | wouid 
like to have as a friend. And, as sell- 
ing jobs go, it is far easier to sell a 
person than it is to sell a thing or a 
intensely 


service. A person is an 


fascinating entity particularly to 
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another person. He is 
moves, he walks. he talks. he { ries. 
he laughs, just the way I de. My 


nmber one interest in life is myself, 


but after that | am interested in my 


wife, my children, my neighbors, in 
you, in all people, wherever they are. 
So if you make any reasonable and 
persistent effort to be my friend, | 
bree ause am 


am going to respond 


human, because | need friends to 
quiet my fears, to share my success. 
to bail me out of jail or to bury me. 
We must have friends, but we will 


not have any unless we are friends. 

I know you are thinking, “What 
has all this got to do with direct 
mail?” If you were going to make a 
friend this morning, you would walk 
up to a man, introduce yourself and 
say something pleasant to him, with 
a smile on your That's the 
very best way to make friends but 


fac 


it is not nearly fast enough to help 
you sell a lot of insurance. You can 
use direct mail to make friends be- 
cause, next to personal contact, it ts 
You can 
not use newspapers, radio, billboards 


the most effective method. 


or car cards, because these methods 
are not personal nor are they selec 
tive. These are all person to mass 


=- 


methods of advertising. You need 
person to person and that’s exactly 
what direct mail is. It is a message 
from you to me and to no one else. 

You will never send me any mail 
unless you have good reason to be- 
lieve | need the insurance you sell 
and can afford to pay for it. Every 
piece you send out will go to a logi 


cal prospect at the time you choose. 
It will not go to a 70 year old man 
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alive. he 


whose only income is Social Secur- 
ity. nor will it go to a high school 
girl whose only interests are boys, 
boys, and boys, in that order. It will 
go to me and others like me because 
you know | have a fair job with a 
fair income, a wife, a family, and 
the usual wagon load of debts. taxes 
and frustrations. You will want to 
invest in me with direct mail be- 
cause | am a going concern that 
needs food, shelter and protection 

and the protection I'm going to buy 


from you—but only if | like you. 


Syndicated or Personal? 


I know you cannot compete with 
the big mail users when it comes to 
preparing beautiful mail. You cet 
tainly can’t pay for fancy art work 
and four color printing, nor can you 
employ a high priced copywriter. 
Some insurance men and other pro- 
fessional people try to overcome this 
disadvantage by using syndicated 
mail you know the kind the 
monthly memo pad with a pin-up on 
the cover, or perhaps a folder on 
hunting and fishing lore, or maybe 
a “Believe it or not” blotter. 

1 suppose | am going to make 
some enemies by telling you not to 
waste your money on this stuff. | 
have no doubt this kind of mail does 
a job when used in the right place 
but it cannot be successfully used to 
sell a personality. Direct mail is a 
highly personal means of communi 
cation and syndicated mail is about 
as personal as a public towel rack. 
The receiver of such mail knows it 
is printed by the millions and sold 
to be given away. It cannot pos 
sibly, under the best) of circum 
stances, sell you as an individual to 
And that is the job 
direct mail can and must do for you 


your prospec ts. 


Syndicated mail can put your name 
before a prospect occasionally, but 
you can do that, and get more atten 
tion, by sending out an ordinary 
blank letterhead. 

You have one important advantage 
over the large user of direct mail. 
You are not a giant corporation 
you are a living, breathing person 
and therefore what you do and what 
you say is intensely interesting to 
me and to all other people. If you 
are going to use direct mail at all, 
remember that it must be personal 
it must sell you first and your in 
surance second. And, if you do a 
good job of selling yourself, you 
wont have to push very hard to sell 


insurance, 


A Wide Open Field 

| have received only two pieces of 
mail on insurance during the past 
month. Think of it! If 1 am a typi- 
cal example, then the insurance field 
is wide open for good direct mail. 
One of the pieces attempted to in- 
terest me in medical insurance by 
means of a printed reply card in a 
window envelope. Nothing else. Just 
a reply card asking me to inquire for 
more details. | don't know what the 
response to this piece was, but | am 
certain it could be made to do a bet- 
ter job if a litthe more thought was 
given to it. 

The second piece came from a 
local agency and consisted of a blot- 
ter and a household furnishings in- 
ventory booklet. The sender of this 
piece used a stencil for my name and 
address. He evidently intends to 


send me no more mail. | hope it is 
interesting 


slightly than the 


first pie e. 


WW My, 


Neither of the pieces did one bit 
of personal selling. Neither displays 
any particular knowledge of my 
needs. They are not sent to me by 
individuals. When | buy a suit of 
clothes, a car, or a clothes drier for 
my wife--yes, when | buy insurance, 
Lam not buying from a corporation 
or a business, | am buying from an 
individual. | want to buy from an 
individual —people buy from people 

not from buildings or institutions. 

How can you interest me in buy- 
ing insurance from you, and do it 
with direct mail? It is not compli 
cated and it will work for you be- 
cause it has been working for 2,000 
years or more for millions of peo- 
ple. You write me a letter—a rather 
simple, friendly letter, and 30 days 
from now you write me another, and 
you write me another, 30 days after 
that, and you keep on writing to me 
until you die or | die. If you write 
me a letter every 30 days, sometime 
before either of us dies | will buy 
some insurance from you. Hf you 
don't that, and believe it 
firmly, you had better not put my 
name on your list. 


believe 
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In my job of selling floor brushes, 
when | decide that a Company can 
logically use our products and I put 
its name on our mailing list, the 
name stays there and the Company 
continues to receive our mail as long 
as it is in business or we are in busi- 
ness, Some companies have received 
mail from us once a month for al- 
most fifteen years and still have not 
bought any brushes from us. But 
one of these days they are going to 
realize what they have been missing 
and | will be there with a letter ask- 
ing for an order. What | am say- 
ing is that persistence is as important 
in mail selling as it is in any other 
kind of selling. If you don’t intend 
to keep it up, don't start it, 


Martini’s And Emotions 


Some of you are now thinking, 
“Well, all this sounds very 
but it won't work for me because | 
can't write a good letter.” | don't 
believe that. Any man or woman 
who can speak and make his listener 
understand, can write a good letter. 
If your conversation can interest me 
over a martini at a bar, then you 
can interest me with a letter. If you 
find you can do better after a mar 
tint or two, then by all means have 
a few cocktails before you write to 
me. When | get your letter, | won't 
eare what condition you were = in 
when you wrote it—all I will look 
for is something of interest to me 
and that something is easy to supply. 


good, 


The reason | mention writing a 
letter with a drink in your hand is 
to point out that most of us are 
badly inhibited. As children we are 
told there are many things we must 
not do—certain things are not proper, 
are not nice, and we grow up with 
a big load of mental blocks that ser- 
iously hamper our attempts to com- 
municate with our fellow man. Boy 
children especially are trained to 
suppress any outward show of emo- 
tion——we must never cry, we must 
not get angry, we must be gentlemen 
at all times. But most purchases of 
goods and services are made for 


emotional reasons and if we cannot 
adequately express our emotions be- 
cause of inhibitions, we are 
seriously handicapped in selling. 


these 


Your letter writing, then, must be 
on an emotional level rather than the 
cold facts level, to interest your 
reader. Such letters are not difficult 
to write. | want to illustrate that by 
reading a few sentences from letters 
that are almost pure emotion. These 
were written by children in grade 
school as entries in the “My Pop’ 
Tops” contest sponsored every year 
by the Milwaukee Sentinel. They are 
supposed to write why their pop is 
the best fellow in the world. The 
problem is to write a sales letter sell- 
ing a personality. Here are a few: 


“My pop’s tops because at bedtime he 
can take his teeth out and nobody el 
in the house can do such a wonderful 


thing like that.” 


“My pop tried real hard to get a little 
brother for us, and we finally got one, 


but mother done it.” 


“My pop’s tops most all of the time and 
on pay day Mom says he is topsy-turvy. 


He is most fun at such times.” 


“My pop is willing to help with the house 
work although he complains about it a 
little, quite a bit really. In faet, he hol 
lars. Well, to tell the truth, he won't do 


no housework.” 


“My pop’s tops because he expected us 
to have one baby and we got three and 
he said nuthing and worked more hardet 


and didn’t whistle.” 


“My pop will never chase the neighbor 
kids out of our house, he just lets them 
in any old time. He says they are his 
children too, and Mom says there is some 


truth in this.” 


This is good letter writing because 
it reaches us on an emotional level. 
These kids haven't learned yet how 
to tell only half of the truth, so they 
give us the whole story and tell us 
more in a few words than we could 
learn by a personal visit in their liv- 
ing rooms. 


Paul J. Bringe 


Some Suggested Ideas 


Very few of the people lo whom 
you write are likely to need insur 
ance or realize their need for it at 
the particular time they receive your 
letter. It is the sort of expenditure 
that most of us like to put off till 
tomorrow. Therefore, your letters. if 
they are going to be worth reading. 
cannot be hammering constantly on 
insurance. They might, however. talk 
about insurance in connection with 
some other interesting facts or oc- 
currences. 


My own experience of wanting in 
surance for protection against eager 
beaver hunters might be the subject 
of a good letter. A snapshot of a lit 
tle child with a dog, whether it is 
your child or your neighbors, might 
point up the advantages of having 
insurance against the antics of dogs. 
You certainly should plan to write 
a letter to your list that will be mail 
ed from 
might be 
would be 


some vacation spot) you 
letter 


advance, of 


visiting. Such a 
written in 
course, and should carry a sugges- 
tion that any insurance purchases 
that are being considered should be 
held up until When 
you come back from such a vaca- 
tion, letter telling 
your reader you are back and 


ready to do business. 


your return. 


write another 


\ few weeks ago | noticed a news 
item about a man who was thrown 
out of his car and landed unhurt on 
the top of a building 30 feet in the 
air. That little item would make a 
good letter, not to sell life insurarice. 
but liability insurance against dam- 
aging other people's roofs by being 
thrown on them. 
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Not many people know very much 
about automobile insurance. | don’t 
pay much attention to mine outside 
of paying the premiums. You might 
write a series of letters explaining 
the details of automobile insurance 
Does automobile 
insurance flood 
don't know, but | would have read 
with interest any letter that told me 
about it right after the disastrous 
floods in the East. 

What kind = of 
President Eisenhower 
you know? If you do, by all means 
tell me about it in a letter—I'Il be 
very much 


to people like me. 


cover damage? | 


insurance does 


earry? Do 


interested and [| might 
think you are a pretty smart insur- 
ance man to know about it. 

Does anyone in the world carry 
insurance on their big toe. or against 
walking in their sleep? Tll read, if 
you can tell me. Can commercial 


fishermen buy insurance against loss 
of a big catch? Can { buy insur 
against check forgery? Why 
not tell me about the nursery man 


ance 


who buys insurance against glass 
breakage? Can orange growers buy 
insurance against frost 
Does Marilyn Monroe carry hazard 


That one | would surely 


damage 


insurance 
read. 

You can see that all of these sug 
gestions have a very strong human 
We are all natural 
born eavesdroppers, we are keyhole 


interest element. 


peepers, we are never so happy as 
when we are hearing about what 
other people are doing and saying. 
your letters to be 


read, be a sort of town crier for the 


So if you want 
people on your list--a town 
of the insurance world if you can 
think of it that After six or 
eight letters, readers are go 


way. 


ig your 


Cordial Contacts From The Leading Small-town Newspaper 


How Grit Uses Letters 
To Sell Advertising Prospects 


We have been critical at times of 
the competitive promotional efforts 
of many but we will 
jump at the chance to give a pat on 
the back to somebody 
paper field who does an intelligent 
job. So here is our pat for Gilbert 
E. Whiteley. advertising manager of 
Williamsport, 


family 


new spapers. 


in the news 


Grit Publishing Co.. 
Pa. Grit, 
newspaper circulating to more than 
775,000 people each week in about 
16.000 of the small towns of Amer 
ica. We have admired many of the 
cordial contacts sent by Mr. White 
ley to his advertising prospects, but 


incidentally is a 


here is a sample which struck us as 
exceptionally fine: 


Dear Mr. Hoke 


\ few months back, we started to send 


Grit to the home of an vivertising agency 
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president an important one, Even though 
he hadn't really read a copy in he-didn’t 
know-how-many years, you could searcely 
describe his reaction as excited 

He did thumb through the issue, though 
Mandrake the 


Magician (he’s an incorrigible romantic) 


He stopped at Blondie 
and a few other odd items 

Then he put it on his library table, Hie 
wife and daughter found it there, and 
leafed through it just as casually 

It took perhaps three issues for their 
feeling to progress from disinterest to en 
thusiasm. Now if the postman is one day 
late with Grit, the whole family takes note 
of, and regrets, the delay 

There's a sort of air about Grit 
friendly charm, an atmosphere of leisure 
liness and lack of pressure that captivates 
most advertising people just as surely a 
it does the small-town families for which 


Grit is edited 


ing to think you are the source of 
all wisdom on insurance. And when 
that happens, how can they think of 
anyone but you when the word in- 
surance is mentioned? 

There is one cardinal principle of 
selling that is of great importance in 
direct mail: No buyer can like a 
product or a service any better than 
he likes the person from whom he 
buys it. Keep that principle in mind 
Sell youtl- 
self, and you will sell insurance. 


when you write a letter. 


Because | thought you would enjoy 
breathing some of this fresh air, I've added 
your name to our list to receive Grit 
every week at home. You'll never, | ex 
pect read every werd of any iseur, Nor 
will the members of your family. But I 
think you'll all hind 


more and more as the weeks go by. Grit 


yourselves reading 


vrowes on you, 


And of one thing | am certain. Reading 


Grit will give you a much more lively 
appreciation of the character of the uni 


que smalltown market this publication 


-erves 


The first issue mailed to your home 


will be dated September 11, 
Sincerely 
GRIT PUBLISHING COMPANY 


Gilbert bk. Whiteley 
Advertising Manager 


(signed) 
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“The Age of Mechanization” ... 


A REPORT ON THE 
NATIONAL BUSINESS SHOW 


by “Pete” Hoke 


Rudy Lang's Sist National Busi 
ness Show (held October 24th 
through the 28th in two New York 
City Armories) was one of the best 
in many years. Not only in atten 
dance .. . but because so much new 
equipment came to light. From what 
we could see and hear, the office 
equipment business is bustin’ out all 
over. Both 
with new developments, particularly 


Armories were loaded 


in offset, collating and 
Best way to handle it for this report 


inserting. 


is to give you an item by item check 
of the equipment pictured on these 
pages. 


T Two new offset presses hit the 
market. We told you about A. B. 
Dick's new duplicator last month 
(see page 19, November Is- 

sue}. Now Ditto has come up 

with a very smart looking offset 
duplicator. Not a press, They are 
shooting for the office market. 

Small. Will sell for about $2000, 

Do not claim high quality. But 

the press samples we saw were 

a whole lot better than just good. 

Ditto has aimed at ease of opera 

tion. You should know more 


about it. Write Frank Gregor, 


Ditto, Ine., 2243 West Harrison 
Street, Chicago 12, Illinois. 


2 Roboty per (produces automatic: 
ally typed letters) has been 
brought into the Royal Type- 
writer family. Will take advan- 
tage of Royal's wide facilities for 
distribution and promotion, Sells 
for $830, not including type 
writer. For more information 
write Royal at 2 Park Avenue. 


New York 16. New York. 


3 Pitney Bowes introduced a com- 
plete “mailing center” for smaller 
businesses and individuals. The 
ompact desk-top unit consists of 
Pitney Bowes Desk Model DM 
postage meter (complete with in- 
dicia tape attachment for parcel 
mailings) and a precision 

16-ounce computing mailing scale. 

Pitney Bowes also includes your 

hoice of postmark advertising 

plate . . . plus a postal rate and 
information chart and parcel post 
zone map. The low-cost “mailing 
enter” makes an ideal package 
..» perfect for small and medium 


+2 


size mailers. Write to Pitney 
Bowes for complete information, 
price, ete. Address is Stamford. 


Conn. 


4 Premier Auto-Folder is some- 
thing we haven't seen before. 
Was shown by Mailers Equip- 
ment Company (38-40 West 15th 
Street. New York 11. New York). 
Auto-Folder is made by Martin 
Yale, Inc. (2100 W. Fulton 
Street, Chicago 12, Illinois). It's 
a littl office folder, electric. 
$129.95, will fold up to 9's” x 
14” at the rate of 7200 piece es per 
hour. Illustrated folder shows & 
different varities of folds. 


5 Coffeebreak problem now has 
another solution. Boston Water 
Purifier Company, 40 Murray 
Street, New York 7, New York 
showed a water cooler. Instead 
of 1 tap they have 2. One for 
cold water. one for hot water. 
Tray attached to side contains 
packets of instant coffee, cocoa, 
other items. What will they 
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Made by 


about 


Kelvina- 


Sou 


think of next. 
Sells for 


regular cooler. 


tor. over 


6 Cummington is the name of new 
8 station collator. A big produc- 
tion piece of equipment. Some- 
thing about. 
Write to Cummington Corpora- 
tion (620 Commonwealth Ave 


nue, Boston 15, Massachusetts). 


you should know 


7 Many dictating machines shown 
as usual Edison, Sound. 
Scriber, others. But 
one that caught our eye is the 
Voice Master made by Magnetic 
Recording Industries (11 East 
l6th Street, New York 16, New 
York). Comes in compact, attrac- 
live Lses flexible plastic 
10” record. Recording is elec- 
tronic so that head 
does not groove the record, and 

after 


Gray and 


case, 


recording 


record is re-useable, time 


time. Interesting item. 


8 Also saw the CADM Rotary Col- 
lator. Much simpler device made 
by the CADM Corporation 178 
Mapledale Avenue, Mansfield. 
Ohio. It’s a circular table affair 
which revolves past collating sta 
tions. Four or five girls can sit 
around table, take off pieces as 
stations pass by. There must be 
a lot of interest (and profit) in 


collators. Just a few years ago 
there was only one type avail- 
able. This year, fourteen differ- 


ent manufacturers showed models 


. either manually or mech- 


anically operated. 


Other Exhibits Of Interest: 


@ Along with an announcement of 


two new entries into the offset 
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New Developments In Business Equipment 
Seen At The National Business Show .. . 


announced the 


Addressograph-Multigraph 
show 3 new 
attachements for the regular 1250 
Model blanket 
cleaner, playtex ap 


plicator (automatically keeps ink 


. an automat 
automat 
and an 


and water in balance). 


automatic master clamp for in- 
creasing speed of putting plates 
on drum. Package of 3 units will 
cost $422. 


Picked up a sample of Tacky 
Finger from Evans Specialty Co.. 
Inc., Richmond, Virginia. Does 
away with rubber fingers in co! 
lating work. Like Mum (the deo 
dorant), just 
with Tacky-Finger substance and 
the job's all but made. 


user dais finger 


MI stands for 


Claim to be nation’s largest tem 


Manpower, Ine. 


porary help service. Have oflices 
in 46 cities 
Supply any kind of help on tem 
porary basis. Write MI. 33 West 
b2nd Street, New York 36. New 
York. 


across the country. 


Not new... but one exhibit that 
always stops us... is that of 
Denominator Company (26! 


York i. New 
make a numberin: 
Sold sings, 


quantities 


Broadway, New 
York). They 
device for counting. 
or in banks of any 
We fooled around with a 
onstration set of 2 banks of 12 
(Sells for $77 a 
much 


units each, 
hank). Pretty 
selves that this item might save 


sold out 


us time in auditing our stencils 
(subscribers) by type of execu 
tive and type of business. Would 
Must be son 

similar application in your busi 


save a lot of time. 


ness, 
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When you write a letter... 


SAY IT-DON'T TAKE 
HALF A DAY 


by William H. Butterfield, Evec. Director, 


l'niversity of Ill. Foundation; author of 


numerous books and articlea on business 


responde nee. 


Reporter's Note: It's a pleasure to hove Bill 
Butterfield back in The Reporter again be- 
couse | think we need more moterial on 
plain, ordinary routine business letters 
which are the beckbone of all direct mail 
or contacting by mail. Bumped into Bill 
at the University of Illinois lost summer in 
Urbena, where he is now Executive Director 
of the University of Illinois Foundation. 
Heard about his forthcoming book and ask- 
ed him to let us have a boiled down ver- 
sion of one chapter. This is it and 
worth reading. Bill Butterfield has written 
more good books on business letter writing 
then any other man. The titles would pos- 
tibly need a page to print. He was formerly 
Cheirman of the Department of Business 
Communications at the University of Oklo- 
home, later served as Educational Director 
of the National Retail Credit Association 
and Editor of its Better Letters Service. He 
is @ past president of the American Business 
Writing Association and has conducted letter 
writing clinics for busi and professional 
groups in many cities. Incidentally, the new 
book will be published i in J y 
by The Interstate 19-27 Nerth Jackson 
Danville, and will be titled “Com- 
mon Sense in Letter Writing” with sub-titie, 
“Six Steps to Better Results by Mail.” Price 
$1.75. Should be worth more than that. 


The average letter writer uses ten 
words to do the work of seven. That 
may sound hard to believe, but re- 
liable have that thirty 
percent of the average business let. 


tests shown 
ter consists of needless words. 

The habit of word wasting is the 
most common of all correspondence 
faults 
sive. There are no neutral words in 
a business letter. Every word either 
strengthens the message or weakens 
it. Useless words in a letter are like 


and one of the most expen 


termites in a building. Even a few 
of them cause damage, and too many 
of them undermine the entire struc 
ture, 


It is surprising how often busi 
ness and professional people ask the 
question: “How long should a let- 
ter be?” This is like asking how long 
a man’s legs ought to be. When 
Abraham Lincoln was queried on 
this latter point, he answered “Just 
long enough to reach the ground.” 

A letter, too, should be just long 
enough to do its job successfully. 
Sometimes a three-page letter is none 
too long; often a one-page letter 
is much too long. It all depends on 
the purpose. Some ideas can be ex- 
pressed in fewer words than others. 

Whenever you read a well-written 
letter, you can be sure it is the re- 
sult of careful thought and planning. 
The writer followed four definite 
steps in producing it. First he de- 
termined what the content should be: 
planned the thought  se- 
arrangement of his 
decided how 


then he 
quence the 
ideas; third, he 
to express these ideas; and finally, 
he dictated the letter. 

This formula is simple, but few 
letter writers are willing to do the 
work that makes it effective. Most of 
them skip the first three steps and 
begin with the fourth. The result 
little organization and 
much language. 

When you receive a long-winded 
letter—-one that makes you dig the 
facts out of a clutter of words—the 
writer said, in effect: “Wade 
through this, my friend, and boil it 
down for yourself.” He has conserv- 
ed his own time and energy by wast- 


best 


is too too 


ing yours, 


Stock Phrases Are Word Wasters 


A common lost 
is the use of trite expressions. There 


cause of motion 


is no greater handicap in letter 
writing than the cliche habit. Hack- 
neyed phrases fill a letter with ex- 
cess language. They make slow and 
difficult reading. 


Often the meaning conveyed by a 
stock expression can be better ex- 
pressed in a single word. Here are 


a few examples: 


SAY 
now 
enclose 
soon 


INSTEAD OF 
at the present time 
hond you herewith 
in the neor future 
ot a loter date later 
due to the fact that because 
in the event that if 
ot the current writing now 
in the amount of for 
may or may not may 
at your early convenience soon 
please do not hesitate to please 


Many of the old correspondenc: 
“chestnuts” add nothing whatever to 
the informative letter. 
Let's analyze a few of them: 


value of a 


as a matter of fact A_ pointless express 


ion. The reader assumes that any state 


ment is offered as a fact unless it is qua 


lied as a mere opinion or assumption. 


jor your information | might explain 


Why 


Whatever one explains in a 


waste six words on the obvious / 


letter is for 


the information of the reader. 


it has come to my attention—Six more 


words wasted in pointing out the self 


evident Anything to which the writes 


refers must have come to his attention. 


let me say in reply 
permit me to state 


may alse 


Three since the 


writer 


meaningless expressions, 


does not intend to await permis 
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ecause they sell 


products 


and ideas best 


HAMILTON 


TEXT & COVER PAPERS 
are the best-selling 
text & cover papers 


in all America 


Full-color photographs and 
paintings reproduce magnif- 
cently by offset on Hamilton 
Text & Cover Papers. The tex- 
ture becomes part of your illus- 
trations and gives them extra 
realism, depth and appeal. 


Black-and-white halftones gain 
a 3-dimensional effect that brings 
them to sparkling life. They 
never seem hard or garish. 


Good typography becomes even 
betteron Hamilton Text & Cover 
Papers. Their opacity and excep- 
tional ink receptivity give type a 
look of luxury. 


Many different whites and a 
huge array of colors combine 
with a broad range of finishes 
and weights to produce an infinite 
variety for your choice. You can 
make a selection that’s just right 
for almost any printed piece. 


Make your printing stand out 
from the crowd by using Hamil- 
ton Text & Cover Papers—the 
papers that sell products and 
ideas best. Ask your distributor 
for swatchbooks, or write direct. 


Plan the design with paper in mind 


HAMILTON PAPERS 
W. C. HAMILTON & SONS, Miquon, Pa. 
Offices in New York, Chicago, Los Angeles 


HAMILTON TEXT & COVER PAPERS include Starwhite « Carousel « Andorra « Victorian « Louvain « Sheffield « Gainsborough « Weyoroft « Kilmory « Vellum 
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PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
hest of modern mechanical tech- 
niques. 


Why not call for one of our rep- 


resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM OM PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


— P. A copy of “The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems. Send 

$2.00 


HORAN ENGRAVING CO., INC. 


44 West 28th Street, New York 1, N. Y. 
MUrrey Hill 9-8585 
Branch Off: Neweork, N.J., Allentown, Pa. 


ga you acll by mad 
here's a tip from the 
experts to profit by... 


Many of the country’s most success- 
tul mailers (large and small) ask us for our 
list recommendations before making up 
thew test schedules. They know from expe- 
rience that we can help them obtain the 
most responsive lists for their direct mail 
offers 


This some service 1s yours FREE for 
the asking Simply return the coupon below 
and we will send you complete details about 
the lists which we believe will bring you the 
best results 


CHARTER 


Nationa! Council of 
Mailing List Brokers 


PHONE 
ORegon 7.4747 


‘witth MADDERN, inc. 


715 Fourth Avenue, New York 3. NY 


cond complete deteils mere 
responsive fer our direct mail or 


‘ 
‘ 
‘ 
Compoey 
' 
J 


City lene Srete 


sion before saying what he has in mind 
this is to inform you-OA course it is: 


otherwise, why say it? 


wish to take this opportunity to say \ 
useless preamble. The writer should «im 
ply go ahead and say it. Then it will bx 


clear that he took the opportunity. 


yours of recent date has come to hand 
! have your letter of recent date 
the reader will know this when he re 


ceives the reply. 


Get Off to a Good Siart 


Many letier writers devote the im- 
portant first paragraph to “warm- 
ing-up” exercises. A typical example 
is this opening from a letter grant- 
ing a request: 

This is in reply to your letter of June 12 
in which you inform me that your firm 
plans to expand its use of mail adver 
tising during the next several months 
From your letter | note also that you 
would like certain inlormation about the 


direct-mail methods we are using. 


That 5l-word paragraph tells the 
reader nothing. The following re- 
Vision directness with 
courtesy, and uses only half as many 
words to tell him that his request is 
being granted: 


combines 


The enclosed summary of our direct-mail 
program covers the points about which 
you inyuired on June 12. | hope this in- 
formation will be helpful. 


Whatever the purpose of a letter, 
a good beginning is a great asset. It 
stimulates the reader's interest: and 
leads him quickly into the heart of 
the message. 

Always give careful attention to 
paragraph. Be sure 
that it gets your message off on the 
right foot. Don't waste words on a 
dull recital of facts already known 
to the reader. Make your first para- 
graph interesting. relevant, and 


brief. 


your opening 


Two Cures for Overweight 
Sentences 


A long, rambling sentence is a 
“word catcher.” It accumulates bulk 
as fast as the proverbial snowball 
rolling down hill. For example, here 
is a 70-word sentence dictated by a 
retail executive: 


Because most of the letters written by 
the credit department go to customers 
who are slow in paying their accounts, and 
who need to be reminded of their obliga 


tions, good customers like you may seem 


to go unappreciated, so we wish to take 
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W. H. Butterfield 


this occasion to thank you for your fine 
co-operation and let you know that we 
appreciate your record of consistent 
promptness in the payment of your a 


count, 


The following revision uses just 
half as many words. Notice that it 
contains three sentences instead of 
one: 

The credit department writes many let 
ters to customers whose accounts are past 
due. But this one is different. Its only 


purpose is to thank you for your fine co 


operation in meeting your obligations 


promptly, 


Often a wordy, involved sentence 
should be broken up into several 
shorter ones. Sometimes, however. 
it can be reduced to concise form 
by merely trimming off 
words. For example, here is a lum- 
bering sentence from a bank promo- 
tion letter. More than half of its 55 
words can be deleted without chang- 


needless 


ing or obscuring its meaning. After 
reading the complete sentence, go 
back and read only the 26 words 
that are underscored: 


We assure you that our entire staf/ will 
be glad to be of service in every way 
possible and will weleome the opportunity 
to assist you with any banking problem 
you may have, so please feel free at all 
times to call on any officer of this bank 


whose counsel will be helpful to you. 


Two Causes of Flabby Writing 


A common correspondence fault 
is the redundant word pair—-a com 
bination of two words where only 
one is needed. The following ex- 
pressions are found in many busi- 
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ness letters. In each example the 
word in italics should be omitted: 


first began just recently 
refer back finish up 

very complete send forward 
quite unique reduce down 
over with later on 

past experience exactly identical 
entirely complete up until 


continue with seldom ever 


Another wasteful word combina- 
tion is the doublet—two words with 
practically the same meaning, joined 
by and. This common fault employs 
three words to do the work of one. 
Here are a few examples that appear 
often in business letters. If any of 
them are “pets” of yours, select 
either the first or third word and 
omit the other two: 


full and complete 
prompt and immediate 
opinion and belief 
advise and recommend 
help and co-operation 
earnest and sincere 
right and proper 
thanks and appreciation 
each and every 


advice and 


Simple Language Conserves Words 


\ good vocabulary is one of the 
greatest assets a letter writer can 
have. Its value, however, lies not in 
the use of big words or many words, 
but in the use of the right words. 
And usually the right words are 
simple ones, When used properly, 
a good vocabulary is not conspicuous 
An expert writer uses it selectively 
to conserve words, and not to par- 
ade them needlessly across the page 
in a display of empty language. 

Here is a paragraph dictated by a 
man who knew a lot of big words, 
and who used them to make a sim 
ple explanation sound complicated: 


We are appreciatively cognizant of your 
esteemed order for one dozen ball point 
pens, but regrettably the creation of ex: 
gencies resultant from the limitations of 
supply t ompel us to desist from the com 
pletion of same at this time However 
with the receipt of additional pens we 
will effectuate this order prior to the 
middle of next weel. u“ hich is u ednesday, 


{pril 1 


The following revision contains 
less than half as many words. Isn't 
it easier to read and understand? : 


Thank you for your order for one dozen 


ball point pens Though ne are out aft 
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TENSION RELIEVERS 


‘* This is a custom job | had made 
at Tension... Their regular 


models are for letters: 


For high quality jet-fast service 
and “down-to-earth” prices: call or write 


“TENSION ENVELOPE CORPORATION 


LOPES- TENSION ENVELOPES - TENSION ENVELOPES 


WEW YORK 36, 522 Fifth Avenue DES MOINES 14, + 1912 Grond Avenve 
ST. LOUIS 10, MO. * 5001 Southwest Ave. KANSAS CITY 8, MO. © 19th & Campbell Sts. 
MINNEAPOLIS 1, MINN. © 129 North 2nd Sr. FT. WORTH 12, TEXAS © 5900 East Rosedale 


TENSION ENVELOPES-TENSION ENVELOPES-TENSION © 


NOISH 


° 


HOUSE ORGANS 


of advertising can make sweet 


st SINGI Nees ot 
Ae COlumbus 5-8616 


| put h one on 4 blotter) 


Free py i! requesied « 


“That Fellow 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


d.l. natwick 
MAIL ORDER LISTS 


” NEW SECRET PROCESS 
y Lowers Offset Printing Costs : 136 West 
7. Lower printing costs on & W or color Sind New Vork 19, W. Y, 
Suitable for catalogs, circulars, brochures, 
letters, price lists, etc. Any quantity. Call 
or write Mr. Green, Regina Service, 647 
Brooklyn 21, N. Y. Glen Member: National Council of Mailing 
sf 


NEW AND EFFECTIVE FOR... 
Top inquiry response 
Securing leads for salesmen 
More orders or subs« riptions 


The Ahrend “Cut-Out Letter” 


gives you greater return per dollar invested. 


A low cost unit of personalized return card and 
letter, so easy to handle it cuts your mailing 
and production costs. 


Ask for full information now. Just call 
JU 6-2547 or jot your name on your company 


letterhead with the words “Cut-Out Letter” and 254 WEST Sath STREET 
quantities you mail, and send to... NEW YORK 19 
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stock right now, the pens will reach you 


hejore Wednesday, April | 


Don’t Miss the “Stop” Signals 


A well-written message ends at the 
climax of reader interest. It leaves 
the reader at the peak instead of 
starting him on the downgrade. 
Knowing when to stop is just as im- 
portant as knowing how to start. 

When a young Army private sent 
his best girl a telegram before going 
overseas, he wrote: “/ love you. | 
love you. | love you.” And then, 
realizing that ten words would cost 
him no more than nine, he added: 
“Regards.” 

A lot of letter writers, too, con- 
tinue beyond the logical stopping 
They don't 
when the job is done. 
one paragraph too many 
what is already clear to the reader, 
or adding some trite, inane state. 
ment in an effort to round out the 
message. 

A final paragraph with any of the 
following beginnings is almost sure 
repetition of 


seem to know 
So they add 
repeating 


to contain needless 


points covered earlier in the letter: 


Here is a fully automatic 
high speed machine. It will take 
post cards, insertion cards and all sizes 
of envelopes, brochures, pamphlets, light 
weight booklets, magazines, tabloids and 
flyers, accurately and quickly. Let us an- 
alyze your labeling methods and show you 
how CHESHIRE equipment can help you. 


Let me say again in closing... To 
marize the foregoing paragraphs . . . Ax 
| have said already In conclusion | 


might emphasize further Again | 
remind vou that... By way of review 


I might say 


Equally pointless is a final para- 
graph with a “slide-out” ending that 
backs awkwardly into the compli- 
mentary close. The thought content 
of such a paragraph is usually just 
as weak as the participial or prepo- 
sitional construction used to convey 
it. These examples are typical: 


Participial: Looking forward to your fur 
ther orders, and again thanking you for 
your business during the past year, we 


remain 


Prepositional: With appreciation of your 
interest in this matter, and with the hope 


of hearing further from you, | am 


If you have a tendency to write 
long letters, read over the carbon 
copies of a few that you dictated re- 
cently. Take a critical look at the 
closing paragraph of each letter. 
Does it add persuasiveness, stimuate 
action, or help to build good will’ 


7. Roll strip labels 


Or does it merely take the edge off 
the reader's interest? Many a busi- 
ness letter would be more effective 
without its final paragraph. 


Make Every Word Count 


In this fast-moving age, when the 
average receives far more 
written matter than he has time to 
read, conciseness is just as essential 


person 


in letter writing as it is in news re- 
porting. All of us who dictate busi- 
ness letters should remember the ad- 
Atlanta Constitution to 
its cub reporters: 


vice of the 


When you have a thing to say, 
Say it—don't take half a day! 
Life is short, a fleeting vapor, 
Don't fill up the entire paper 
With a tale which, at a pinch, 
Could be cornered in an inch. 
Boil her down until she simmers, 
Polish her until she glimmers, 
When you have a thing to say, 


Say it—don't take half a day. 


2. Continuous pack form labels 
3. Addressograph electronic facsimile tape labels 
4. IBM Type 407 tape labels 


5. Tip on or fully apply Government 
stamps or premium stamps 
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How wasteful are you with words in your letters? 


this quiz and find out. It'll help you avoid . . . 


“Double, Double, 
Toil And...” 


by Lawrence Freeman, Assoc. 
University of Oklahoma 


Reporter's Note: This auiz by the Associate Professor of Busi Cc leations, In completing the appropriate and 
University of Oklahoma, Norman, Oklahoma came in over the transom at the last minute correct word in the doubles or pars, 
before deadline. It makes a wonderful companion piece to Bill Butterfield’s chepter on rate your skill or ability on the fol 
page 28. lowing seale or table: © to 25 Passing 
Of course, Larry is deliberately “spoofing” the inveterate doublers. Maybe you'd like to doubler; 25 to 30 Average doubler; 30 to 
take the suggested test or pass the article along to those affected with the disease in 35 Good doubler 35 to 40 Excellent doubler; 
your office. 40 to 45 Superior doubler; 45 to 50 Super 


Needless doubling of words in The sentences in the game were ape ae 


business letters is recognized as de- taken from scores of letters from 

plorable and wasteful. Here's a little many different firms. Any attempt The answers are found on page 
game you can play when you're tired at identification or recognition of the 17. But don't peek or look now. 
of doodling. It’s called doubling. firms is not intended or desired. Here we go: 


27. We have tried to be and courteous in collecting your 


1. What a pleasure it is to assist and you in your 


recent visit to our store 
2. Character and are the backbone of our business 28. We deeply appreciate your patronage and 
5. 


overdue account 


Here you will find every shopping comfort and 29. We like to believe that our business relationship is both 


1. We shall make every effort to make your visits to our store permanent and 


both pleasant and 0. We take pride in the fact that our salespeople are always 


>. We deeply appreciate your splendid cooperation and . prompt and , 

6. Your order will be given our usual courteous and $1. We take justifiable pride and in our new location 

attention. $2. Serving you is a pleasure and we cherish 

7. In your dealings with us you will always find us $3. All these conveniences were designed to make your Visits 
to our store pleasant and 

and . we extend the Season's 44. You will derive, | am sure, considerable pleasure and 
from your purchase 

and the best of services 45. Shopping here is both pleasant and 

%. Our new revolving credit plan makes shopping pleasant 


and considerate. 

8 To all our customers 

(,reetings. 

9. Naturally, you desire 

10. We regret any embarrassment and the delay may 

have caused vou. and 

11. By sending your remittance by return mail, you will be spared $7. Our service is both prompt and , 

considerable and annoyance. 38. We are and happy to announce that we are institu 

12. All of the store's and services are at your disposal ting a new perpetual credit plan 

13 9% You may be certain that you will receive a prompt and 
refund 

0. If you are not entirely satisfied, your money will be refunded 


You are to be congratulated on your foresight and 
in backing this proposal. 
14. We have always considered you as a and customer. 
15. Your friendship and are deeply appreciated. promptly and 
16. We pride ourselves on the quality of our and services. Hl. Again we thank you for your patronage and 


17. At this season of the year, we take time out to wish you 12. Our store is known far and wide for its and service 
34. Serving you has given us considerable and pleasure 


at HM. We shall strive with sedulous and eflort to justify 
your confidence in us 
1. It pleases us to know that you like our aud merchan 


happiness and - 
18. Your every desire will be given our and prompt 
tention. 
19. Thank you for your interest and . 
20. We sincerely hope that this is but the beginning of a long 
and relationship 

To all of our many customers who have remained loyal 


cline 
. You will agree, | am sure, that such action would be serious 
and 


we send hest wishes 17. Again we wish to thank you for your patronage and wish 


We believe your best guarantee is the and trust 
shown in us by our old customers 
23. May we wish you the best of and happiness in your 


you success during the coming year. 

4. Your suggestions and are always welcomed, 

9. Legal action, of course, would be both troublesome 
and 


hew venture, 
0), Apparently our efforts to help you avoid the embarrassment 


24. We cheerfully guarantee your complete satisfaction with our 
merchandise and ‘ of legal action are unappreciated and 
25. In your 25 years of service with our firm, may | say that 

your services have been both meritorious and 


26. Your patience and in the present instance are greatly For Correct Answers Turn To Page 47 


appreciated 
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STUDIO of SAM KRAMER 
29 WEST Sth STREET © NEW YORK 11, MY 


4297 


Geamtecr 


Dear Impulsive Friend 


In spite of everything, here is Christmas 
year long we labor coasing and torturing sullen silver and 


the most amazing objects. Then suddenly almost as i we 
sent you « letter you appear 


some of you, with well-kept fingers, sti 
yewns (which we easily recognize as cleverly disquised 

astonishment), Others of you, frantically, by one means or another, 
carry away all our amating objects. This makes us feel sed! On the 
other hand, it makes us feel gled! 


Whe can forget Christmas et our studio? The hubbub? 
The bediem? The jempeck? The hurly-burly? The breek-the-bonesy? 
The lose-the-mindsy? The exaltation of it! A stranger in begpy 
tweeds. plucked-up and storm-tossed from hand to hand over 

heads of the crowd to the front line, snatches at « pair of earrings, 
and is storm-tossed beck, and out the door again. A young couple 
from New Jersey blunders-in looking for « Chinese restaurant, and 
is marooned for days in the crush, as it surges from one showcase to 
another, And us sweating, and shivering, and smiling, but 
sticking to our posts While the air turns blue with smoke and 
green with currency pierced by shrill cries of maddened cus- 
tomers and made hideous by the steady groaning of the shelves, 
under thew holiday burden of germs and worms and amoebas and 
foetuses and kidneys. Yes, and fragments of whitish coral, like 
decayed bone, clutched by silver... startled eyes with teardrops 


Letters like this are part of the jewelry-and-jargon 


dropping schizophrenic dancers, pendant... and nightmare 
get sold, fellows!” we quichly add. combination that built a fabulous name for Sam 
Well then since you are coming to take our tourma- as a master of madcap marketing. 
lines: pink and green our moonstones glimmering . our Kramer P 9 
peridot and chrysoberyl . our malachite and chalcedony 
our opel, and jade Well, come then! had then! 


What if it does mabe us sad? At least it will make us gled . 


SAM (mushroom) KRAMER 
and his sad-feeling, glad-feeling helpers 


Profile Of A Prolific Promotion Personality ... 


THE MAD ADVERTISING GENIUS 
OF GREENWICH VILLAGE 


By P. K. Thomajan 


In New York's famed Greenwich mostly heralds and throwaways 
Reporter's Note: One thing which mokes Village, there is a crafty craftsman printed on cheap stock in lurid 
The Reporter interesting to many people (so by the name of Sam Kramer, a black- colors. But the stuff he pours into 


them, that’s where the genius shows! 


it’s said) is thot the readers never know bearded ecagle-eye! gent, who has 


Kramer several times on Dove Garroway’s 
program but never appreciated his 
unique flair for promotion until now. You 
moy not get any adaptable ideas from this 
story . but at least it shows how it pays 
to be different. Writer P. K. Thomajan of 
Carlstadt, New Jersey really needs no in- 
troduction. His word-magic has appeored in 
hundreds of house magazines and graphic 
arts journals. 


and copywriters, too, can learn some 
lessons from Sam by defrosting their 
inhibitions and cutting with 
the kind of super-natural verbiage 
that appeals to man’s chaotic in- 


lo« mo 


stincts. 

This  artisan-impressario 
much of his present vogue and suc- 
his intriguing leaflets. Pro- 
duced for next to nothing, they are 


credits 


cess to 


THE REPORTER OF DIRECT MAIL ADVERTISING 


whet to expect nent. We eve — on the built up a lucrative business making Sam knows human nature from 
and selling fantastic jewelry. Sam's the inside out, and he knows how to 
ofl unique methods are worthy of ob- snare responses. Perversely he states 
end thinks you will enjey it. We've seen Sem servation by fellow practitioners: in his leaflets “buying is actually 


discouraged” and people wondering 
why or how, generally go away wear- 
Kramer 


audacity 


ing a piece of his jewerly. 
realizes the necessity for 

and shock-impact; readers relish and 
react to it. He catches whims on the 
fly, and he stampedes impulse-buy- 


ing by directly addressing prospects 
s “Dear Impulsive Friend” 
Gift-Givers.” 


writes 


or 


gruntled He 
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“BLUE CUTS 


MAILING COSTS 


WITH INSERTING 


MAILING MACHINE 


Small Mailer Discovers 
Benefits, Just As Big 
Mailers Have Been Doing 
Blue Cross of Kansas City had a comparatively small monthly 
mailing — 17,000 pieces — which took 110 hours for manual 


preparation. Inserting & Mailing Machine now does the same job 
in 514 hours. It saves 86% of the cost and would pay for itself 


within 3 years if only used this brief —- But Blue Cross, 
er 


enjoying new mailing facility, has transferred other mailings to 
machine preparation. They report that the machine will “pay for 
itself far earlier.” 

Inserting & Mailing Machine gathers up to 8 enclosures, 
stuffs them in envelopes, moistens and seals flaps, meters postage or 
prints indicia, counts and stacks, all without human intervention, 
at the rate of 3,500 to 4,500 pieces per hour. One operator handles 
the entire job. 


See Inserting & Mailing Machine at work. Read the details of the 
Kansas City Blue Cross story. 


INSERTING AND MAILING MACHINE CO. 

Phillipsburg, New Jersey 

(1) Arrange demonstration in my locality. 

(C) Send me “The Blue Cross Story.” 
INSERTING AND 


MAILING MACHINE CO. 
PHILLIPSBURG 
Firm 
Address_ 


Zone____Stote 


R12 


| 
SSS SSS SSS SSCS SSS SSS SSS SSS 
me 
SSS SSS SSS ee ay 
SSS SSS SSS SSS SSS SSS 
7 
3 
i 
| 
> 


ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 


book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 39, 


Mass. 


THE PERFECT 


£7 COST ‘ 


Ave for tree samples and the complete story 


Company 


ADDRESSING SYSTEMBA 


SELL DIRECT TO RETAILERS 
WITH THESE GUARANTEED 
FRESH LISTS 


250,000 Grocers, Independent 
50,000 Drug Stores, independent 
11,000 independent Variety Stores 
67,000 Small Town General Stores 
15,000 Tebacce Shops 
8,000 Department Stores 
3,100 Grocery Chains operating 28,000 
Stores 
3,500 Variety & Dept. Store Chains 
operating 25,000 stores 
1,800 Drug Chains operating 7,500 
stores 
We mail to all of these names ourselves 
every 90 days. 
Only $10.00 per thouvsend addressed on 
your envelopes or on labels. 


THE GIBSON COMPANY 


P. O. Box 43 


Denver 1, Colorado 


“ ... come and be overwhelmed! 
Sam Kramer himself, with 
flashing, jaws clenched, chest heav- 
ing, beard bristling, brow furrowed, 
and arms akimbo personally 
dares you. WHAT? You won't come! 
Oh well, you can’t (voices break- 
ing, , trembling) kill us for try- 
ing . 

He - that the average human 
being today has less and less in- 
dividuality due to mass-made mer- 
chandise and standardized ways of 
living. So he wages a violent one- 
man campaign against machine-made 
ideas and 


eyes 


production-line 


products, 
been stamped to 


metals that have 
death, and he offers some sort of sal- 
vation through his  few-of-a-kind 
adornments, which also contain a 
deep element of magic, expressed in 
their primitive shapes and curious 
forms. Sam, like any good tactician, 
current with a 
and makes capital of 
even the 


observes the scene 
clinical eye, 
the odd fact that people, 
most conservative, like to consider 
themselves not merely eccentric nor 
altogether looney, but just slightly 
mad. He deliberately caters to this 
clientele with his divertingly  irra- 
tional adornments. “After all” he 
explains, “I am satisfying one of so- 
ciety's deepest needs.” 


Copy With “Disjointed Effects” 


Sam gives birth to around four 
leaflets a year, each of which runs 
into a print order of 50,000 copies. 
The labor pains are often severe and 
he broods and meditates over the 
copy until it boils to the proper 
counterpoint of disjointed effects, He 
strives for bizarre word combinations 
that might provoke exciting illusions 
and form a magnetic aura around his 
jewelry, thereby accentuating its al- 
lure. Translated, this means to pull 
in and sell ‘em! To protect 


people 
Sam (no fool, he) 


these ad gems, 
copyrights each and everyone. 
Sam's place of business is lo- 
cated in the heart of Greenwich 
Village, at 29 West 8th Street. He 
describes it as “analchemist’s work- 
shop crossed with a museum and a 
madhouse.” It is on the parlor floor 
level or to put it differently, one 
fright up. Protruding towards pas- 
sersby from the end of the balustrade 
there is always a bright cluster of 
his leaflets tied to a string. Those 
who tear off pieces of his seditious 
propaganda are infected within the 
next fifty paces, and often drawn 


back. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Prospects Are “Slightly Mad” 


Dear captive reader, before you 
proceed any further, please scan 
Sam's yellow herald printed in red, 
and get indoctrinated: 

“FANTASTIC JEWELRY FOR PEOPLL 
WHO ARE SLIGHTLY MAD! 

This is vital and challenging stuff 
these pieces of laced and beaten silver 
decoration. 


real adventures in personal 


Some of the things have a morbid feel- 


ing: tortured and massive, they almost 


ery out with hysteria. Some are mild or 
wicked satires; many are tantalizing ab 
stractions. If you're a cynic with an ap- 
petite for subtle blasphemies . . . or a 
woman in a black gown with a sense of 
what is stark and dramatic . or a man 
with a ring-finger going to waste for want 
of something heavy or amazing . . . or if 
you're someone sick through and through 
of being anyone in a crowd .. . if you're 
one of these people you surely must come 
to the Studio of Sam Kramer”. 

Well, this studio is really (gasp) 
something. To open the door you 
must come to grips with an eerie 
bronze hand, its fingers extended. In 
winter the hand wears a_ pigskin 
glove. Inside you encounter a strange 
array of oddities ranging from loose, 
glimmering stones to giant insects to 
voodoo drums and South Seas fet- 
iches. Here, the master with various 
sorcerer's apprentices wrestles with 
raw metal and twists into convolu- 
tions and involutions that are sheer 
revolution. In the Kramer literature 
you will find a sentence that reads: 
“Open every day and far into the 
night”. Early morning visitors find 
the bronze hand unturnable. 

Sam has a trademark for his es- 
tablishment which fits it to a “t” 
in fact it looks like a “t”, being an 
abstract mushroom composed of two 
parts. According to the maestro, the 
mushroom was adopted because it 
grows in dark places and has a mys- 
terious quality that evokes shadowy 
moods, Sometimes, Sam warps the 
mushroom around into a semblance 
of a profile, which he uses as a gro- 
caricature to add menace to 
his leaflets. Now and then he signs 
off a piece as “Sam (mushroom) 
Kramer”. He has no compunctions 
about lampooning either himself or 
his wares, or those who patronize 
him. All this is part of the Kramer 
cult. 

The testimonial technique, Sam 
employs with considerable origin- 
ality. Incredible as it seems, all the 
testimonials are bona fide except a 
few which he uses as a kind of spice. 
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For instance: its... Why 
it’s...Uh... It's (signed) Anony- 
mous”. Or this monolithic comment: 
“Wow!” (signed) Rudolph Elie, Jr. 
of the Boston Herald. “Your work 
is metameric, diphasic, and polyva- 
lent. | like it very much” wrote Dr. 
Boris Kronenberg. And from the 
New York Times, “Like nothing 
we've seen outside a dada art show” 
and so it goes. 


Psychic Imperatives 


Sam is a Svengali when it comes 
to exploiting subconscious motiva- 
tion techniques in his leaflets. They 
are psychic imperatives—unnerving 
as they are disarming. Listen: 


“STOP BROODING! We will solve your 
Christmas problems. In fact, go limp all 
over. Now you are feeling drowsy 
your eye lids are getting heavy ... heavy 
and heavier .. . drowsy very drowsy .. . 
you are sinking slowly .. . gently 
softly . . . sinking into warm .. . deep 
sleep. You are asleep . . . deeply 

asleep. Now you will do as | say. Leave 
your house . . . scramble into a taxi. . . 
clamber aboard a bus . . . stumble into a 
subway car. Now you are at the 
studio... 

Sam weaves a potent spell, and his 
readers love it. One bit of weaving 
reads: 


“YOUR VERY SUBCONSCIOUS IS 
YEARNING FOR . . . Sam Kramer 
jewelry . . . disquieting, disturbing. 
Everyone needs more, deserves more, 
should have more Sam Kramer jewelry. 
Why fight it any longer’? Come at once!” 

With his engaging brashness and 
galvanized conceit, Sam even creates 
his own proverbs: “You're not really 
married without a Sam Kramer rin 
(signed) Proverb.” The proverb, 
Sam claims, is the oldest form of ad- 
vertising. 

His asides are quietly devastating. 
viz: “We are still the nearest refuge 
for those who resent mass produc- 
tion in the field of aesthetics,” or 
“our gifts are not ‘gifties’”. He dis- 
courages references to his work as 
mere jewelry. Rather, he endows it 
with a certain ominous portent 
—“psycho-analysis in silver, frozen 
hallucinations” — where it can be 
anything or everything to the spell- 
bound possessor. 

There is no little method to Sam's 
apparent madness. His whimsies with 
wham have paid off to a pretty 
tune ... and what pleases him most 
is that it’s all been done for a song. 


**Reply-O-Letter is a 


C. R. (Bob) POPE 


Direct Mail Manager 
Remington Rand Ine. 


“It’s a pretty tough schedule when you 
have to keep more than 2,000 salesmen 
supplied with worthwhile mail inquiries. 
I can always depend on the Reply-O- 
Letter people for top-notch service, and 
also for ideas to make our direct mail 
more resultful. 


“The Reply-O-Letter has proved its ver- 
satility. We use it to heip us sell office 
machines and systems, typewriters, sup- 
plies—even contract services. It’s an im- 
portant part of our direct mail opera- 
tion.” 


the 


great 


help 


| 
write for 


FREE BOOKLET 


We invite tests of 5,000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satisfied with the re- 
sults, can then mail in 
larger quantities. 


The booklet, “11 was AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails. 
Send for your free copy 
today. 


reply-o-letter 


THE REPLY-O PRODUCTS CO. 
7 Central Park West 
New York 23, 

Sales Offices, Boston * Chicago 
Cleveland * Detroit * Toronto 
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Psst! Get an AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 


Create action-getting, b t-of-industry 
mailing pieces from a new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings. 

All AdverKit items created and pre- 
printed by American Mail Advertising 
Your sales message easily added using 
any office duplicator. 

Mail $2.00 for your AdverKit—refundable 
on first order. 


AMERICAN. MAIL ADVERTISING 


INCORPORATE 
610 Newbury Street, Boston 15, Mass. 
Tel COmmenweetth 6.7540 


AUTOMOBILE OWNERS 


Names Available for U. S. 
Selection By 
STATE, COUNTY OR TOWN 
and 
By MAKE OR YEAR MODEL 


@ NEW CAR BUYERS @ 
@ NEW TRUCK BUYERS @ 
@ TRUCK OWNERS @ 


Prices Within Reason 
For Full information: 
Write, Phone or Wire 


ALLISON MAILING 


compilers 
400 Madison Avenue, New York 17, N. Y. 


Murray Hill 8-6500 


Who Was 


Reporter's Note: This must be added to the 
history files of direct mail. Too bad it came 
in too late to be included in the September 
feature. A word or two about the “anony- 
mous”. The manuscript below come to us 
from old friend Bill Feather of the William 
Feather Company, 9900 Clinton Road, Cleve- 
land 9, Ohio. In his letter, Bill says the 
manuscript come to him through Bob Bande- 
low who was formerly a partner in the 
Cexton Company, now owned by Feather. 
Neither Bill nor Bob ore free at the moment 
te reveal the identity of the author of these 
reminiscences but they can vouch for 
integrity and accuracy. We are sure Andy 
Andersen won't be offended by the “cor- 
rections” to his cover salute in the April 
Reporter . . . since he still gets the palm as 
“pioneer”. 


No songs have been written about 
him, but 20 before Davey 
Crockett started his pioneering, Jim 
Robertsen was exploring the Western 
wildernesses under more severe hard- 
ships than Davey ever encountered; 
Jim fought more Indians than Davey, 
established Fort Nashborough, which 
was eventually to become Nashville. 
But, you have to dig into Tennessee 
history to even find his name. 

What prompted this historical re- 
search was the interesting REPORT- 
ER story (with cover picture) about 


years 


deserving, capable Andy Andersen 
who was called, in the story, the 
Davey Crockett and Daniel Boone 


of “package” direct mail. 

“As early as 1928,” says the story, 
“he was pioneering for package di- 
rect mail campaigns that would give 
dealers complete printing, imprint- 
ing, lists and addressing services.” 

It went on to say that Andersen, 
who is vice-president of the Reuben 
H. Donnelley Corporation, joined 
Donnelley in 1922 as a member of 
the production department. 

A few facts point out that Andy 
may have been one of the pioneers, 
but that he was not “the” pioneer. 

The name of Reed Adams should 
be placed in nomination for the honor 
of being “the” pioneer. The big 
salute is to him. 

He was president of the Electro- 
graph Company, Detroit. 


An Historical Follow-up On Our April, °55 Cover Story: 


“The Pioneer?” 


THE REPORTER OF DIRECT MAIL ADVERTISING 


He should be nominated as the 
first and original pioneer. However, 
there were several other men who 
pioneered several years before Andy 
appeared on the scene at Donnelley — 
and fully 11 years before his 1928 
“package” pioneering was done. 

Reed Adams, now deceased, was 
conducting campaigns for Cadillac, 
Graham Brothers Truck, and Packard 
in 1917 and 1918. They were all 
complete package campaigns, includ- 
ing imprinting, printing, addressing 
and lists. 

The very same year Andy joined 
Donnelley as a shipping clerk in 1922, 
(and 6 years before he “pioneered” 
package direct mail) the biggest 
automotive campaign ever sold up to 
that time was sold to the Kelly 
Springheld Tire Company, New York 
by the Caxton Company in Cleve- 
land. 

This included the complete pack- 
age, lists and everything, consisted of 
two campaigns—one to passenger 
car owners and one to truck owners. 
It went into a total of several million 
mailings. 

This campaign was sold by Jim 
O'Meara of the Caxton Company. 
O'Meara was later with the Elec- 
trograph Company for 5 years and 
23 years with R. L. Polk and Com- 
pany. 

In the period between 1922 and 
1928 there were at least 20 big 
“complete package” campaigns sold 
and produced. In 1922 campaigns 
were sold to American Piano Com- 
pany, Goodyear Tire and Rubber 
Company and Dodge Brothers; in 
1923 to the Flint Motor Company, 
Auburn Automobile Company, Rollin 
Motor Company, Jordan Motor Com- 
pany; in 1924 to Brunswick Balke 
Company and RCA Victor Company; 
in 1927 to Chrysler Division, East- 
man Kodak Company and Chevrolet 
Truck. 

So it appears that there was a lot 
of pioneering done before 1928. Fred 
Prince, formerly with Electrograph 
and now president of the company 
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bearing his name, sold some of these 
campaigns. He was a pioneer 10 
years before 1928. Prince and 
O'Meara sold all of the programs 
listed above. 

Among the other pioneers were 
the late Julian Wolfner of R. L. Polk 
and Company, Dave Harrington, now 
President of Reuben H. Donnelley 
Corporation and Charles Tobin of the 
Motor List Company. 

On pioneer bench maybe Andy 
Andersen would like to move over 
and make room for some others .. . 
other than sellers and producers of 
direct mail. 

The late Wilbur Shaw. 
racer and President of the 
Motor Speedway 
“The unsung hero of 
racing was the old-time 
He not only had to prepare the car 
mechanically and get it ready for 
racing, but he had to ride alongside 
the driver, take all the risks of LOO 


automobile 
Indiana- 
said, 
automobile 


polis once 


mechanic. 


mile speeds around curves, but hav 


ing no direct control over the car 
himself.” 

The unsung heros of “package” 
direct mail are the men who believe 
in it, the men who bought it. The 
client and the import: 
ant, too. Prominent among the pio- 
neers on the sponsor or purchasing 
side of the direct mail fence is Frank 
Tucker, assistant to the President of 
the B. F. Goodrich Company, and 
for 20 years that campany’s adver- 
tising manager. 

As early as 1917 Frank Tucker 
was buying direct mail for Goodri h 
dealers and in complete “package” 
form. Another pioneer purchaser is 
Bob Wilson, Vice-President of Good- 
year who, as Advertising Manager 
in 1925, was purchasing package” 
direct mail. Another pioneer is Lar- 
ry McQueen, Vice-President of Gen- 
eral Tire Company. 

Frank Tucker has purchased per- 
haps 12 to 15 million dollars worth 
of “package” direct mail. 

Incidentally, Tucker and MeQueen 
graduated from Wisconsin University 
in 1916 and got the idea that they 
would like to 
pondence critics. 
to the B. F. 
established. 
was called the mail sales department, 
a separate the 
Goodrich advertising department. 

Then was started one of the 
first automotive “package” 
for dealers. Among the unsung direct 
mail sponsors of the present day is 
Frank McGinnis, formerly with R. L. 


customer are 


become sales 
They sold the 
Goodrich Company and 
what 


corres 
idea 
as by-product, 
department from 


very 
programs 
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NEW YORK % N.Y 


sT 


MINNEAPOLIS |, 


TENSION CORPORATION 


522 Fifth Avenue 
500i Southwest Ave 
129 North 2nd St 


10, MO 
MINN. @ 


LOUIS 


DES MOINES 14. |OWA 1912 Grand 
KANSAS CITY 8. MO. @ 


FT. WORTH 12, 


Avenue 
& Campbell Stes. 
TEXAS @ 5900 East Rosedale 


From my studio here in Tenafly, 


New Jersey, I work by mail with 


firms in all parts of the country 
If you need a rough sketch for a 


new letterhead, a folder, booklet 


or similar mailing piece I can 


help you. Send me your material 


and I will quote price for rough 


sketch and finished art work 


RAYMOND LUFKIN Pion 
124 West Clinton Avenue, 


copy design 


Tenafly, 


New Jersey 


copy, sketches and finished art 
delivered direct to your desk by 
from my studio at home. 


INlustration done for the MOR 
RELL MAGAZINE. published by 
John Morrell & Co. Ottumwa, 
Size of printed illustration 
18%". 3 colors, letterpress 


ond BY MAIL 
ENglewood 3-480 


You get more returns B® by air feats: 
«..More_ returns by rail 
when your mail goes -outin 
| 
ART WORK BY MAIL Pin wor 
7 
Peele 
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the last word in paper type 
for offset reproduction. 


SETS EVERYTHING 
Anyone con set headlines and body 
text for ads, printed pieces of all 


kinds. 

QUICKER, EASIER 
Presto Type comes on wooden 
holders .. . sets by eye—no opaquing 


between characters necessary. 


COSTS LESS 
Complete fonts from 
$2.25 to $11.25 
Hos up to 62 different characters on 
@ stick in pads of 50 each— 
3000 choracters in all. 


WRITE FOR 
CATALOG 


Showing 
300 Type Faces 


PRESTO PROCESS CO. 


243 N. WATER STREET 
ROCHESTER, N 


si 139 3) 
sales aimed ideas layout 
Copy. finished art for direct mail BY 
MAIL trom a DMAA Best of Industry 
Award winner Bob Rainey i on the 
job full time, a real agency with 
Write for proot 
the adver 


national recognition 
that it pays te work with 


tiser's handy mon 


4), North Canton 


Post Ottice Box 


L.H.B.M.A. 


@ for the salesadvertising director who 
@ wants an ovut-of-the ordinary direct 
@ campaign The Motto-of the Month” is 
@ unusuel effective. economical, exclusive— 
@ but not for “stuffed shirt” organizations. 


GYMER—2125 E. 9th St., Cleveland 15. 


EDWARD W. OSANN 


Writer of Advertising Literoture 
and Soles Letters Since 1910 
175-35 68th Ave. Jamaica 32, N. Y. 
Member: Direct Mail Advertising Ass'n.. 


May | help you? 


Polk and Company, who is Assistant 
Sales Manager in charge of adver- 
tising for the Ford Motor Company. 

Another is Bill Fish, General Sales 
Manager of Chevrolet who has al- 
ways been a firm believer in direct 
mail. Still another is Jim Delaney, 
Vice-President of the Sinclair Oil 
Company, who bought direct mail in 
big volume as long ago as 1934. 
These men might be called “junior” 
pionecrs. 

Package direct mail has seen its 
biggest use in the automotive indus- 


tries . . . automobiles, trucks, petro- 
leum products and tires. In 1955, 
Chevrolet and its dealer organiza- 


tion sent out over 80 million mailing 
all of them imprinted and 
addressed. The Ford Division of the 
Ford Motor Company handled 50 
million mailings in 1955. 

Getting back to Andy Andersen: 
he will go down in direct mail history 
as not only one of its pioneers, but 
also as one of its current (1955) 
leaders. He's Henry Ford and Har- 
low H. Curtice wrapped up in one 
package. Andy has been in the fore- 
front in developing automobile regis- 
tration mailing lists, now compiled 
annually to the tune of 57,000,000 
names. Andy developed the “oecu- 
pant” mail plan which provided an- 
other 50,000,000 names. Andersen 
has emphasized the creative end of 
direct mail, insisting that ideas, at- 
tractiveness and merchandising play 
just as important part in direct mail 
as in newspaper and television ad- 
vertising. 

The Andy Andersen story in THE 
REPORTER not only called atten- 
tion to the big, important part he has 
played in the development and pro- 
gress of direct mail—but it pointed 
out the size, scope and importance 
of “package” direct mail—which has 
helped put direct mail, itself, in 
second position among all advertis- 
ing media—second only to news- 
papers—and greater in volume than 
magazine advertising, TV, radio and 
outdoor advertising. 


pieces, 


HOW TO HAVE 
A HEART ATTACK 


We found this interesting item in 
in the always good Clement Com- 
ments, house magazine of J. W. Cle- 


ment Co., printer, 8 Lord St, Buf- 


falo 10, N. Y. (now in Number 
182). The suggestions do not con- 
cern direct mail itself . . . but they 


certainly apply to many direct mail 
people we know (or have known be- 
fore they had it). Perhaps you'll 
discover some New Year's resolu- 
tions. Read on. 


HOW TO HAVE A HEART ATTACK 


A friend of ours recently had a heart 
attack. This is not particularly newe- 
many business executives 
But our man recov- 


worthy since 
have heart attacks. 


ered and many others do not. 


During his convalescence, our friend did 
quite a lot of thinking. He went over his 
living habits and decided which had con- 
tributed to his bad heart. He even added 
a few habits he did not have but which 
might produce the same result. 


From these he compiled Ten Ways to 
Have a Heart Attack. He admits that 
there may be other ways but believes these 
the most important ones. He practically 
guarantees that, if you are middle-aged or 
methods  con- 


and follow these 


you will eventually have a 


older 
scientiously, 
dilly of a heart attack. 


1. Your job is the most important thing 
in the world. Don't let family, friends or 
anything else interfere with it. 


2. Believe the old adage /t's better to 
wear out than rust out. Work at least 14 


hours a day. 


3. If you must go home, take a full 
brief case with you. Then you can work 
until midnight and assure a good case of 


insomnia. 


1. Have two phones on your desk and 
don't delegate any of your work to others. 
Do everything yourself. 


5. Attend all meetings, banquets and 
conventions you can horn in on. It pays 


to be seen around, even if not for long. 


6. Don't waste time eating. Have con- 
ferences while you snatch an occasional 
bite. If you can arrange breakfast con- 


ferences you are a real tycoon. 


7. Never take a regular vacation. Work 
in a few days here and there while your 


boss is away. 


8 When you travel, do it on your own 
time. Arrange all trips so that you get as 
little sleep as possible on planes or pull- 
mans. 


9. If you must exercise, get it over 
quickly. For instance, play 36 holes of 


golf one day a month. 


10. Smoke at least five full packs of cigar- 
ettes and/or ten cigars a day. Stop smok- 
ing only when eating or sleeping. 


Ho it yourself with 
‘ 
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THE BEST 
OF THE YEAR 


The Reporter, during this last 
month of 1955, gives a salute to the 
best. positively the best, promotion 
piece of the year. 

It was produced to celebrate the 
30th anniversary of the Polygraphi« 
Company of America, 310 East 45th 
St.. New York 17, N. Y. It’s title: 
The Miracle of Lithography. It is 
impossible to describe it in’ mere 
words. A 52 page, 11” x 14” slick 
paper job, with a plastic laminated 
cover. Full process colors through- 
out. 

The brochure tells a moving story 
of the growth of a company started 
by the brothers Werblow who got 
into the business accidentally after 
beginning their careers in banking. 
It also tells of the growth of litho 
graphy and demonstrates how 
the process has reached maturity 
after years of struggling with an in 
ferior complex. The story and pic- 
tures carry the reader through all 
the steps of a full color lithographic 
job. 

After inspecting The Miracle of 
Lithography we bumped into Harry 
Porter, Senior Vice President of 
Harris-Seybold Co., Cleveland, Ohio 
and Past President of DMAA. He 
had not yet seen it. Our opinion: 
“Harry, this is what you've been 
fighting for and dreaming about for 
the last fifty years. It justifies all 
you claimed for lithography.” 

It was coincidental, but appro- 
priate, that in the same month this 
Miracle of Lithography appeared .. . 
Harry Porter was designated as the 
“Graphiec-Arts-Man-of-the-Y ear” at 
the Printing Industry of America 
Convention in Atlantic City. The an- 
nual award is a memorial to A. F. 
Lewis who was the founder of 
Graphic Arts Monthly and Printing 
Trades Blue Books. 

Every student of the graphic arts 
should be able to read and study The 
Viracle of Lithography. Perhaps Bob 
and Jim Werblow will find some way 
to have it placed in every business 
library and in every school teaching 
advertising and printing. 


Footnote: Congratu ation: « 
Milburn McCarty A ates, 270 Pa 
York 7 N Y put rela 


handied put ty on the Miracle 
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“JACK” told “LEO” who told “WALTER” 
who tells “YOU” to test! 


a proven profitable mailing list available for Financial Service mailers 
which did not originate from space advertising in financial publications 
and newspaper financial sections, 
Prion to February, 1955, we thought the list would pay out. Now, we know 
it does. On his own initiative, without solicitation, “JACK”, an important 
financial service mailer ($5.00 offer) decided to test, 


His service, we believe, helps individuals of above average intelligence 
and income whose business status and earning power indicates they are 
likely to be 100 Share Traders instead of Odd Lot Buyers. 


Tuts is what happened after he tested: 


*“DREY’S SELECTED BUSINESS EXECUTIVES AT HOME ADDRESSES 
February — 1955 3,000 August 1955 10,000 
April 4 10,000 September — ” 5,000 
June 4 10,000 


Wen he placed his first order, we thought the total names available 
would only be 40,000. Today, we have 75,000 names available. (4 new 
discovery, in the Business Library of Columbia University, revealed a 
new directory of 5,000 individuals at home addresses.) 


YESTERDAY, as we were planning a sales letter, we answered a telephone call 
from “LEO” ordering 3,000 names from the above list. Conversation revealed 
that the above mailer had told his friend in the same business to test at 
$16.50 per thousand. 


Tue nich cost of offee labor and research today makes it impractical 
and unprofitable for any one mailer to collect directories, do their own 
compiling and addressing. 


THe ract THAT we have a number of clients whom we serve as their research 
and compilation department enables us to maintain the $15.00 to $20.00 price 
level and work as a cooperative for mutual savings and profit. May we help you? 


DREY’S SELECTED INDIVIDUALS OF ABOVE AVERAGE, 
INTELLIGENCE, CULTURE AND/OR INCOME 


285,000 Public Opinion Leaders (H & B) 100,000 Social Scientists 
Bus. Execs. 
250,000 “Key” Bus. Executives (B) t Art Appreciators 
250,000 Self-improve. Bus. Prosp. (B) ; District Managers 
235,000 “Remaking America” Execs. (B) Bus) Ambassadors 
200,000 Bus. & Prof. Men (H) , Sales Executives 
175,000 Physical Scientists (H) Graphic Arts-Users 
150,000 Very Important Persons (H) Music Appreciators 
125,000 College Teaching Personnel (H) Sal Engi ‘ 
H (Home Address) B (Business Address) 


THE PERFORMANCE RECORD of the above lists has been remarkable. Some clients 
use these lists in their entirety every mailing season. Complete data and prices 
are available on request. Cross-section tests will be accepted from 5,000 to 
10,000 names on lists totaling 100,000 and over; 3.500 to 5,000 on lists totaling 
25,000 to 75,000. All addresses typed on mailer’s material or on labels. 


1,001 lists by category from A (Accountants) to Z (Zoologists), as well 
as mail order lists of all kinds, available for rental. Write us your mailing 
list needs and include samples of your sales promotion. 


WALTER DREY, INC. 
Send me further information on WHAT “JACK” TOLD “LEO”. 


257 Fourth Avenue, New York 10, N. Y. 


Name Title 

Company 

Street City State 

| am also interested in obtaining information concerning lists in the following 
fields: 


WALTER DREY,. inc. 


BROKERAGE @ COMPILATIONS @ RESEARCH 


257 FOURTH AVENUE, NEW YORK 10, N. Y. ORegon 4-706! 
333 N. MICHIGAN AVENUE, CHICAGO 1, ILL Financial 6-4180 
Vember National Council Mailing List Brokers 
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| Stuck Out Bill's Neck 


N THIS space recently I told you 

about a list of books on creative 
writing compiled by Wilferd (Bill) 
Peterson of the Jaqua Company in 
Grand Rapids. 


didn’t realize | was sticking 
Bill's neck out so far. Ive had many 
requests for the list. Bill has re- 
ceived many, also. This morning's 
mail brings a letter from Mr. Peter- 
son saying that his supply of this 
list is exhausted. Here's more of his 
letter: 


“If you simply want to write your people 
who have inquired direct to you and tell 
them that I'm working on a new list 
which will soon be available, and if then 
you want to send us the names and ad 
dresses of these people, we'll see that a 
list is sent to each of them as soon as 


it is ready.” 


So, those of you who inquired will 
be getting your list before too long. 


Oblique Testimonials 


There are many testimonial tech- 
niques used in mail order copy. To 
be effective testimonials don't neces- 
sarily have to be of the “/-have-used- 
Zoomo-and-find-it-saved-me-$100 in 
two-days” variety. Many of what | 
call “oblique” testimonials are equal- 
ly as effective. The oblique testimon- 
ials say volumes without spelling 
them out. 


For instance, Paul Bringe used 
the technique to good advantage in 
a recent folder mailed to prospects 
for Milwaukee Dustless Brushes. On 
the address side of the folder ap- 
peared this effective sentence: “Will 
you take the word of 50,000 firms?” 


And the first thing that meets the 
eye of the reader when he opens the 


folder is this head: “Over half o/ 
the Nation's top-rated firms use 
SPEED SWEEP.” 

Under that heading appears a list 
of more than a hundred nationally 
known firms from Curtiss-Wright 
Corporation to Wildroot Company. 
Opposite the list appears this copy 
(quoted in part): 

“Dear Sir: 

If a hundred letters appeared on your 
all telling 
you that Speed Sweep floor brushes out- 


desk from well-known firms .. . 
perform and outlast other brushes — would 
you do something about it FAST? 


“Actually, we receive not just hundreds, 
but thousands of such letters telling us 
why Speed Sweep brushes are better for 
every conceivable sweeping condition. That 
story is condensed for you on the follow- 
ing pages...” 

Good copy. Good approach. Good 
use of the “oblique” testimonial. 


Comb Out the “We's” 


Charles M. Fitzpatrick, owner of 
The Cactus Gardens, Edinburg, 
Texas, sent us a letter True Magazine 
mailed to prospective advertisers. 
The letter starts out: 

“We start with the premise that we have 
a reputable magazine which is bought by 
the reader because he likes it and has 


confidence in it. 


“We send letters, make phone calls and 
personal calls to tell potential advertisers 
about our book. Maybe we're what he 
wants or maybe we're not but, in any 
event, he owes it to his business to find 


out about us.” 


This is a letter of 9 short para- 
graphs, and by actual count shows 
the use of “we", “we're” and “our” 
a total of 15 times. If the writer of 


“Reed-able Copy” 
Clinic Conduct by Rud 
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this letter had taken just another half 
hour, perhaps, he could have comb- 
ed out many of those personal pro- 
nouns. He could have reconstructed 
each sentence so it would talk to the 
prospect about “him” and “his prob- 
lems.” 

We've said it before and we'll say 
it again . good mail order copy 
is not written—it’s rewritten. 


The Light Touch 


When | was in London last spring 
I had the pleasure of lunching with 
Mr. R. E. Williams, Publicity Mana- 
ger of Punch. 

At that time we made a mutual ar- 
rangement to exchange copy now 
and then for the edification of both 
of us. Recently, Mr. Williams sent 
me a copy of a letter soliciting sub- 
scriptions. He describes it as “my 
main piece for this winter's mail- 
ings.” The letter, quoted below. 
should dispel for all time any idea 
Americans have that the Englishman 
hasn't a sense of humor. Mr. Wil- 
liams uses a light touch beautifully 
and convincingly. Those of you whe 
are used to the usual formula-sub- 
scription-soliciting-letters used — by 
many American publications might 
get a refreshing idea or two from 
Mr. Williams’ letter: 


“Dear Sir, 
Made Any Good Darts Lately? 

“If you fold this letter tightly it will 
make a good window wedge; folded 
lengthwise a useful spill. 

“On the other hand, you could adopt a 
more eccentric course and actually read 
it, thus learning that in return for a 
mere 10s, your life can be brightened 
every week for six months by PUNCH—a 
proposition so absurd on the face of it 
that a word of explanation seems only 


fair. 
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“Witty, pungent, informed, PUNCH is 
the mirror of Today, reflecting our world 
and ourselves in stimulating perspective. 
We believe that after looking into it for 
26 weeks you will be lost without it; all 
we ask is that you try to prove us wrong. 
PUNCH isn't as good as it used to be. 
It's better. Geared to all brows, low, mil 
dle and high, next week's PUNCH brings 
you next week's world, to laugh, talk of 
think about—often all three 
“And there is no record, by the way, of 
PUNCH itself ever being used to wedge 
windows or light fires . . Wedge with 
Wodehouse?’ Light with Lanedon’ Serew 
up Searle? Burn Brockbank?’ Fold Fran 
cois in four? It is unthinkable. 
“PUNCH is here today and here tomor 
row. Next Wednesday it can be on your 
breakfast table —that is if you fill in the 
enclosed order form and send it back 
quickly, 

Yours in good humor, 


R. E. Williams 


“PLS. For the mathematically minded ou: 


unprecedented offer is: 24 issues x 6d 
plus (Christmas No. plus Spring No.) x 
l/-equale 14/--YOU PAY 10 FOR 
THE LOT... 14/—equals 10/—which 
is absurd, but a saving of 28.571% for 


you just the same.” 


On Moving People 


There’s an old saying that Cupid 
gets credit for many love affairs in 
which the credit should go to the 
girls mother. And we've often felt 
that “reason why” copy gets more 
credit for selling merchandise than 
it deserves. 

reader is a casual reader 
until your words get him emotion 
ally involved. You can appeal to a 
man’s reason until you're blue in the 
face, but unless you can make him 
want what you offer he’s not likely 
to buy. 

You can expound all of the theor 
ies about juvenile delinquency you 
want to, but your listener, who him- 
self has reasoned many of these 
things out, won't get really interested 
until you start talking about this sub 
ject in relation to his own boy or 
his own daughter. 

No truer words were ever spoken ot 
written than these: “To move mer- 
chandise you must move people.” 


F.0.B. (From Other Brains) 


Walter F. Grueninger, Circulation 
Director of Dun’s Review. said a 
real mouthful in his recent DMAA 
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when it’s a toothache 
...see the dentist! 


«+. See FCA! 


FCA PROVIDES EXPERT ASSISTANCE... 
Reaching mass consumer markets 


Building a strong company-dealer 
direct mail program 


Integrating direct mail with other media 


Using direct mail as a merchandising tool 


Selling special markets 


viporation of 


MARION, OHIO 


OFFERING THE NATION'S MOST COMPREHENSIVE DIRECT MAIL SERVICES 
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of 


speech, referring to 
ters: 


subscription let- 
"As for copy higher ethics means hon 
ety. You and | have seen copy that is 
not completely dishonest but is mislead 
ing. Don't stoop that low! If for no other 
reason, with the increase in life expec 
tancy you're apt to be working for a long 


Never 


future of your company's future for a 


time to come jeopardize your 


few fast bucks today.” 


William W. Lewis, Jr.. Manager 
Direct Mail Division, BE. 1. duPont 
de Nemours, Inc., has this to say: 
You just can't devise a stronger appeal 
than the appeal of self-interest, Customers 


oF prospects are not interested in you or 


At last 


your company or your product. They are 


interested basically in themselves and 
what your product will do for them. When 
you appeal to their self-interest, you will 
succeed. No other appeal, in my opinion, 
is ever as successful, Certainly we all know 


this but I fear that too often we forget it.” 


Across The Border 


| had a rewarding experience re- 
cently addressed the Advertising 
and Sales Club of Toronto, where 
Gib Mackie, Irv Twilley, and a won- 
derful audience made me feel right 
at home. After the talk Mr. W. J. 
McCaul of Saturday Night Press 
took me under his wing, and with 


Famous Davidson 
2-cylinder principle 


All controls on the 
DAVIDSON DUAL-LITH 
Model 242 are right at 
your operator's finger-tips. 
She changes masters quick 
as a wink, starts and stops 
the machine, automatically 
washes the blanket, controls 
paper feed, raises and low- 
ers ink and dampening 
solution rollers, checks the 
counter—all from a sitting 
position! New ease, new 
speed for short run offset, 
and it’s best in the “long 
run,” too, with up to 6,000 
impressions per hour. Auto- 
matic features mean no mis- 
feeding, no double-feeding, 
no ragged delivery. Clear, 
crisp copies all the time. 


Devidsen twe-cylinder principle 
offset» 
evs twe-sided dry 
hiner tives, Oe 
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bering end perter 
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ating. 


DAVIDSON CORPORATION 


A Subsidiery of Mergenthele: Linetype Compeny 


Distributors in all principal cities 


Text cet in Linotype. Headings in Prolype 


i DAVIDSON CORPORATION R12 
29 Ryerson Street, Brooklyn 5, New York § 
1 ©) Send brochure on DAVIDSON DUAL. 1 
LITH Model 242 
C Send Technica! Bulletin on Simultaneous 
Two-Sided Lithogropny ' 
© Arrange o demonstration in my locality, 
' Nome 
' Firm 


him | visited his company’s offices, 
talked to members of the staff, and 
spent almost the entire afternoon dis- 
cussing direct mail copy. | was 
given several copies of the monthly 
house organ Saturday Night Press 
uses to keep its customers and pros- 
pects thinking well of its services. 
There is always one subject that 
comes up in any discussion of copy 
how long should a letter be? That 
question is usually answered by 
some bromide, such as Abe Lincoln's 
remarks about the length of a man’s 
legs. Here’s another one picked bod- 
ily from /dea File, the house organ 
produced by Saturday Night Press: 


“Some fellas have a rule-of-thumb that 
says the more expensive the article or 
service you're talking about, the more you 
should say about it. The one we prefer 
says to write as much as you need to tell 
a complete and convincing selling story 


Luke Brad- 


ley, our old art teacher, once said: “It 


. and not one word more! 


takes two men to draw a picture. One to 
do it... the other to hit him over the 
head when he's finished. Seems that ad 


vice could apply to letter writing, too!” 


Some Quotable Quotes: 


“Simple English is no 
mother tongue. It has to be worked 
for.” —Jacques Barzum. 

* 


one s 


“The first rule of style is to have 
something to say. The second rule 
of style is to control yourself when, 
by chance, you have two things to 
say; say first one, then the other, 
not both at the same time.”—George 
Polys, Hungarian Mathematician. 

* * 

“What people like to read is not 
dead facts but living experience.” 
George Martin, Editor Farm & Fire- 
side. 

“Fine writing is very good in its 
place, but its place is not in an ad. 
Plain language is a matter of neces- 
sity, not Appeared WwW 


years ago in Printers’ Ink. 


choice. 


“You cannot make an interested 
reader out of anyone unless you can 
excite his nervous system, stir his 
emotions and get his imagination 
working your way. How can this 
miraculous thing be done? By us- 
ing words which are capable of con- 
veying the excitement of ideas, 
events or situations. To reach the 
mind of a reader along one of the 
sense paths we must so arrange our 
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ideas and so choose our words that 
the sense organ is stimulated suf- 
ficiently to cause a nerve current to 
pass to the brain and create a men- 
tal image.” 

And as a “sign-off for this 
month’s ramblings, let me quote 
again: PROMPT DELIVERY PAYS 
OFF .. . always! Here's a letter that 
was supposed to have actually been 
written by a customer who had or- 
dered a maternity dress: 

“Please cansel that there order for m 
dress size 44 which you was going to 
deeliver to me. My deelivery was faster 


than yours.” @ 


OFFICE SCENE: 


Reporter's Note: We found the following 
office episode in the always good PHOENIX 
FLAME, h.m. of Phoenix Metal Cap Co., 
2444 W. Chicago 8, Ill. Edited 
by Harry J. Higdon. Might cause some 
chuckles around your office. 


“Miss Remington, | have a rush 
letter. To go out air mail, special 
delivery. Ul dictate the letter. You 
can get the name and address from 
the customer's order. After you type 
the letter, sign my name to it, and 
rush it to the post office. [It must be 
there in fifteen minutes. I'll make 
it snappy, and you do the same. 
qees:” 

Gentlemen 
This communication is in acknowledgment 
of the receipt of your valued order dated 
Mare h 15, 1955. It Was ree eived today, by 
special delivery. The number on your order 
is 1234. Aforementioned order calls for 
one gross, or 144, of our Model A Giz 
mos. 
On your order——for which, believe me, we 
are grateful —you stated no exact shipping 
date. However, in lieu of a definite date, 
you specified that we ship, and | quote: 
“As soon as possible.” 
Believing that you are in urgent need of 
the | gross, or 144, of our Model A Gizmos, 
we have given your valued order highest 
priority. Consequently, | am happy to ad- 
vise that the shipment of 1 gross, or 144, 
of our Model A Gizmos will go forward to 
you today by air parcel post. 
Again thanking you for your valued bus- 
iness, and hoping ‘to merit your further 
consideration, we are, believe me, 
Cordially 

The rush letter just made the post 
othee and the plane. And everybody 
lived happily ever after. The reason 
may have been Miss Remington's 
editing of the letter dictated to her. 
Here is the letter she typed, signed, 
and took to the post office: 
Gentlemen: 

Thank you for your order No. 1234, dated 
March 15, for 1 gross Model A Gizmos. 
Your order is being shipped today by air 
parcel post. 

Cordially 


TAKE A TIP FROM THE 


CIRCUS 


Put some of the excitement ... the romance .. the splendor of the 
circus into your direct mail. Become more conscious «f color. Experiment 
with affects that can be achieved through color. Your reward will be 
more impact... more attention... higher readership. 

That . . . most of all. 


And when you think of color, consider Peninsular’s complete line of 
Showmanship Papers unusual text and covers. Ask us to send you 
sample books of our cover papers which have color on one side and 

a different color on the other. Ask for Duplex, and Dubl Color 
Duplex, and Bermuda Duplex. 


Sept Company 


YPSILANTI ay MICHIGAN 


Send your 3 sample books please which show swatches of your two-color papers 
Duplex, Dub! Color Duplex and Bermuda. Would also be interested in seeing sample books of 
( ) Tusean Cover ( ) Zamora Cover ( ) Pab Cover ( ) Telephone Book Cover 
( ) Brilliant White Twin Tone (both cover and text) 


Title 


| 
x 
Address 
DECEMBER, 1955 4s City Lone Stote 


CUT YOUR 
MAILING 
COSTS! 


WITH THE 
MODEL 


SAXMAYER 


is especially adapt 


table 


This 
Model 


portable 
No. 6 
ed to tie letter mail also de 
signed for general purpose tying 
of bundles in any sequence up to 


6” high without adjustments. Ad 
justable legs and casters avail 
able at a small additional cost. 
All SAXMAYER tyers are noted 
lor SAPETY automatic releases 
where needed; SIMPLICITY all 


working parts are interchangeable; 
not only attractive in appearance 


but aleo EFFICIENT fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 


us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera 
ture. 


DEPT. A 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


D ’ we he tind 

MILLIONS 
that ere se ‘ 

MILLIONS 
the by ’ 

LL dollars worth of 

ond specialti« er 

The pet in touch wit 
wt he Bow 462A. Allegan M 


50 or 50,000 LETTERS | 
TYPEWRITTEN LETTERS 
Individually typed in quantity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


1744 Clark Chicago 13, 
Phone: EAstgate 7.54% 


GOOD ADVICE 
FOR SALESMEN 


We found the following in the al 
ways good house magazine of The 
Kalamazoo V eg etable Parchment 
Co., Kalamazoo, Mich., titled Philo- 
sopher. Edited by Glenn Stewart: 


A salesman was in the other day and 
when pinned down on some point he was 
making he used the expression, “Well, to 
tell the truth . ” For 
hit a jarring 


doubt he 


some reason, it 
We had no 
was telling the truth 


somewhat note. 
reason to 
in anything he had said, yet the express- 
ion was a careless one. It implied that he 
might not always tell the truth, or at 


least shade it. 


Listen to the normal conversation of 


men who talk to you and note how many 


times you hear equally careless express 
ions. “In other words” is one. Or “What 
| am trying to say is this " Why 
not say it the way it is meant right at 


the beginning? 


These apologies are even found in let 


ters, where the writer has had plenty of 
time to marshall his data and put it down 


If he does 


not, it shows that he is a muddled thinker 


clearly in his initial statement. 


or that he underrates the intelligence of 


his reader, 


COMPLICATED 
CASE 


We heard of a mix-up which 
shouldn't have happened. But it 
proves that on every detail connected 


with direct mail . . . you must be 
careful! 
Without naming names, the ad- 


vertising manager of a large mail 
user decided to put his list on plates. 
He ordered the addressing equipment 
but couldn't get delivery promptly. 
He wanted to get the plates cut in ad- 
vance so rented a plate-cutting ma- 
chine from a dealer. After many 
thousands of plates had been pre- 
pared and when the addressing ma- 
chine finally arrived, it was found 
that the plate cutter was defective 
and did not the I's, J's 
and L’s. 


emboss 


We were asked who was to blame. 
In our opinion . . . everyone connect- 
ed with the deal. The advertising 
manager, particularly, should not 


have tackled the job unless he had 
available a proofing machine so that 
each day's output could be checked 
for accuracy. But the manufacturer 


THE REPORTER OF DIRECT MAIL ADVERTISING 


and the dealer were equally respons- 
ible for not warning him in advance. 

We are printing the item with the 
hope that no one else gets into a sim- 
ilar state of confusion and loss. 


ANSWERING 
A RACKET 


Boyce Morgan of Boyce Morgan & 
Associates, 1757 K St.. N. W., Wash- 
ington 6, D. C., received in one of 
his own business reply permit en- 
velopes a sample of a cheap plastic 
wallet vaguely resembling leather. 
Included with the wallet was an in- 
voice from a manufacturer in Brook- 
lyn. N. Y.. for 45e to cover the cost 
of the wallet. Written across the 
bottom of the invoice was a note 
saying that these wallets could be 
used in advertising your business. 
Gave the price per hundred and asked 
for an answer with an added 
note: “Will accept stamps.” 

Here is a copy of Boyce’s letter to 
the gentleman in question (may give 
some of you a good idea for use 
when similarly pestered.) : 


Dear Sir: 

Your wallet—your invoice for 45 cents 
your proposal to supply these as gifts suit 
ably stamped in gold or silver—have been 
received . . . in our business reply en- 
velope. [| can’t imagine a better way to 
lose business and good will than this. 
We'll return the wallet upon payment of 

& cents—for the postage we had to pay to 
receive your unsolicited offering. 


6 cents—for the postage to return it to you. 
} cents—for the postage on this letter. 
15 cents—-tor packing charges. 


Like you, Sir, we “will accept stamps.” 
Yours truly, 
(Signed) 
Boyce Morgan 


MORE MISUSE 
OF REPLY ENVELOPES 


Another crackpot procedure which 
has caused irritation: Some recipi- 
ents of third class mail are returning 
the business reply permit envelopes 
with “special delivery” written on the 
envelope. In every our 
knowledge, the Post Office Depart- 
ment has charged the (permit) com- 
pany 27e each for the delivery. This 
particular misuse has been taken up 
with the Post Office Department. It 
is our claim that the post office em- 
ployees had no right to charge 27c 
each for delivery. All business reply 
envelopes and cards definitely state 
that the permit holder guarantees the 


case, to 
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return postage of 3c or 4c, or in the 


case of airmail 7c. 
Just because some crackpot wrote 
on the enve lope “Sper ial Welivery” 


does not give the Post Office the right 
to charge for that hypothetical serv- 
ice. If any of you readers have had 
this trouble, get in touch with us. 
The business reply permit system 
pays the Post Office a handsome 
profit and the officials of the Post 
Office Department should do every- 
thing in their power to protect the 
integrity of that system. 


Answers To “Double, Double” 
Game On Page 33 


aid 2 consideration 
2. integrity . patient 
. Conventlence » goodwill 
. profitable 
>. friendship 


. considerate 


29. profitable 
courteous 
. pleasure 
. Courteous privile ue 
. friends 
. deserve 


comfortable 
. satisfaction 
inconvenience >. convenient 
. easier 
efficient 
proud 


expense 
2. facilities 

. leadership 

. friend 

. patronage 


. immediate 

. cheerfully 

. goods . cooperation 
quality 

. satisfaction 


prosperity 
. immediate 
. Cooperation 
. pleasant 
21. true . distasteful 


. unceasing 
>» merchandise 


22. loyalty 7. happiness 
23. luck . criticisms 
. seTVice expensive 


. indispensable . unnoticed 


Answer to Quiz of the Month 
on Page 9: 


We are indebted to Leo Bott. Jr.. 
64 E. Jackson Blvd., Chicago 4, II 
linois. for this instructive idea 
which might be adopted for use in 
sales letters. Here is a quote from 
Leo’s monthly bulletin: 

“THERE ARE 25 MOUNTAINS 
IN COLORADO HIGHER THAN 
PIKE’S PEAK! (This is an answer 
to “Does it pay to advertise?) The 
peak, named after Zebulon Pike, its 
discoverer, has been popularized and 
publicized until it is the best known 
mountain in the entire country. 
However, it is not the highest moun- 
tain in the Rockies and not even in 
There are twenty-five 
peaks higher in that state alone! 


BUT NONE OF THEM HAVE 
BEEN ADVERTISED!” 


( ‘olorado. 
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Rotes $1.25 per line (75 Situation Wanted) Minimum 4 lines 


CLASSIFIED 


ADVERTISING 


ADDRESSING PLATES 


if you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Box 121, Reporter, Garden City, N. Y 


ADVERTISING AGENCIES 


For pulling direct selling mail order advertis- 
ing campaigns in newspapers, magazines, 
trade popers, consult Martin Advertising 
Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2- 
4751. Est. 1923 


ART FOR OFFSET PASTE-UP 


Choose from more than 10,000 black and 
white drawings. Just clip ond paste. Costs 
pennies—that’s all. Write for actual sample 
“CLIP BOOK” and full details. Harry Volk 
JR. Pleasantville 24, N. J. 


BUSINESS OPPORTUNITIES 


Direct mail executive or salesman can be 
come partner in a So. Calif. printing and 
mailing firm under pleasant 
financial arrangements. Elder partner wishes 
to retire gradually. Own building, booming 
city (mot LA) in center, of recreational and 
industrial developments, equitable climate, 
sunshine and arranges! Other partner (early 
forties) is production and typographical 
chief. Opportunities unlimited. Box 122, The 
Reporter, Garden City, N. Y. 


extremely 


FOR SALE 


We have 12 ROBOTYPERS less than two 
years old—Like new in appearance-—Excel 
lent condition—$450 each. Will sell all 12 
for $5000. Also 12 IBM grey elites serials 
above 127,000. Only $200 each. Business 
Services—1903 Farnam Omaha, Nebr. Phone 
Atlantic 2622 


MULTIGRAPH Model 479, solid drums, rub- 
ber rollers, complete accessories. Sheet size 
17 x 22. Cost $3606. Practically new. $1500. 
Central States Paper & Bag Co., St. Louis 
15, Mo. 


GRAPHOTYPE, model 6341, new in original 
case. All caps. Bargain. HARRY J. ABRAMS, 
124 L St. N.E. Washington 2, D. C. 


ADDRESSOGRAPH—MODEL 3400 


especially built to cut production costs 
13° inch wide continuous feed—extention 
delivery—24 position selector—AC motor 110 
volt—in excellent condition, good os new 
Cost $5,800 new and worth it to operator 
with production jobs on C, CE, or EE plates 
BARGAIN PRICED FOR QUICK SALE $1,500. 
PRINCE & COMPANY, INC. 
5435 W. Fort Street 
Detroit 9, Michigan 
Telephone Vinewood 2-4200 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker—-TODAY 
or Tobe's, St. Catharines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
(Constantly Corrected) 
Retailers-Wholesalers-Manufacturers 
Banks-Churches- Institutions 
® Choice of 350 Other Lists © 
We Charge ONLY for Addressing’ 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48.01 42nd St., Long Island City 4, N. Y. 
STillwell 4.5922 


PHOTO OFFSET 


MEMO TO 

DIRECT MAIL ADVERTISERS . . 

JOIN OUR OTHER SATISFIED 
CLIENTS .IN YOUR FIELD 

LET YOUR OFFSET PROBLEM BE OURS 

For DEPENDABLE SERVICE 

HIGH QUALITY AT LOW COST 

Call (N. J.) HUBBARD 9.9480 

ATCORD LITHO CO 
12 Dyat* Place Hackensack, N. J 


SPEEDAUMAT EQUIPMENT 


#4100 
#2600 
# 2605 
#6340 


Dickstrip & Galley Machine 
Addresser Hand Feed 
Addresser - Auto Feed 
Graphoty pes 
Cabinets & Trays 
This is surplus equipment purchased from a 
discontinued publication in Chicago, which 
included more than we can use 

GLOBE MAIL AGENCY, INC 
148 West 23rd St.. New York 11, N. Y 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align—sharpest 
reproduction. Free samples and details, A.A 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Calif. 


HELP WANTED 


ADVERTISING PROMOTION 
MANAGER 


for rapidly expanding direct mail ogency 
Capable of directing all promotional and 
creative activities. Must have thorough 
knowledge of direct mail and mail order, 
creative flare for ideas and copy, and a 
trained sense of sound merchandising and 
selling. This is a real opportunity for a 
dynamic advertising man who can administer 
a department and work closely with art and 
production. Excellent salary, future unlimited 
Send complete resume, including salary 
requirements. All replies held confidential 
Write The Reporter, Box 123, Garden City, 
N.Y 
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DIRECT 


MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR. UNDER SPECIAL HEADINGS, $20.00 PER YEAR. 


ACETATE SHEET PROTECTORS 


A. G. Bardes Co., Inc 437 N. 5 th St., Milwaukee 3. Wis. (88 2.3372 
ADDRESSING 

Active Equipment Supply 47.3! Long island City |. N. Y. (RA 9-9030 

Address O Rite & Mach. Co n W. 23 N.Y.C. 10 (OR §-3240 

Creative Mailing Service, inc 460 N. Main, Freeport, N. Y. (FR 9-243!) 


ADDRESSING & LIST CONTROL SYSTEMS 
Samas Punched Card Div..Underwood Corp Pe. Ave., N.Y.C. 16 (LE 2.7000 


ADDRESSING MACHINES 
Addressing Marhine & Equip. € 126 Broadway, N. Y. 7. N. Y. (HA 2.6700) 


Elliott Addr. Machine Co. .1S5A Albany St.. Cambridge 39, Mass. (TR 6-2020 

Mailers’ Equipment Co 40 W. iSth St. NL OY. (CH 3.3442 

vaver & Wallinglord 143 W. Broadway, N.Y. 13, (WO 4.0520) 
TRADE 

Belmar Typing Service. 9-71 Richmond Hill @ WN. Y. (VI 653922) 


Shapins Typing Service. 68-11 Roosevelt Ave. Woodside, N. Y. 62730 
ADVERTISING AGENCIES 


Ad Scribe P. ©. Bow 254. North Canton, Ohio (Tel: 9-2552) 
American Direct Ma 1113.19 Venice Bivd 

Los Angele 5. Celif (DOU 8.1305) 
Martin Ad Aagency (Dir. Se Ma)! SPA E. 400 NYC 16 (LE 2.475 

MH. Roger A 2.392 U n Hall Jamaica 33, N. Y, (OL 8.4300 
Rostam Advertising (Mail Order 430 Grand, Kansas City 6. M HA 6469 

ABVERTIONS ART 
A.A. Archbold. Publicher ©. Bow 20740. Los Angeles 6 Calif. (R! 9-9062 
Raymond Lufbir 116 West Clinton Ave. Tenafly, N. J. (EN 3.4860 
Trapkus Art Studio (Small Ads 349 10th S Moline, | 
ADVERTISING BOOK MATCHES 
Match Corp. of America w. 48th Pi. Chi. 32. | (Vi 7.2344 
Universal Match Corp CH 1.3230 
SPECIALTIES. 

Geo. MceWeeney Bx 87 614 Campbell A W Haven Conr WE 4.34) 
Meinhardt. In 4339 N. Pulaski Chicago JU 8381) 
MACHINE-ADDRESSING 
Circulation A 726 We Séth Si 9 63530 
Glebe Orqanizati Ine 480 Lexington Ave 17 (PL 3.7998 


Hudson Fulton Mal nq Service West Broadway, N.Y.C. 7 (CO 


TVPEWRITING 


Ambassador Letrer Se Stone St. N 4.N (BO 9.0607 

on Auto Typewriter 2303 N Pulaski Chicago 99, | EV 

Ca A ly pew Serv. 31744 N ark } EA 7.54% 

Maraqaret Miche Darina P Milford. Conn. (MI 2.5800 

Repass Letter Service Wabash Ave., Chi. 3, | (Ch 64056 

BOOKS 

Art & Tech. of Phot Eng. Horan Eng. Co. 44 W. 28 NYC (MU 9.8585 

Reporter of Direct Ma 224 7th, Garden City, N 
Cordially Y $5.00 
Dog That ¢ b Trees 1.00 
How To Get The Right Start in Direct Advertising 1.50 
Mow 7 Think About Dire Me 1.00 
How | Think About Letre 1.00 
How To Think At Readership of Direct Ma 1.00 
How Direct Ma Solves Management Problems 1.00 
How | Think At t Showmanshie n Direct Ma 1.00 
How Te That About Mail Orde 1.00 
How 1 Think About Production and Mailing 1.00 
The Plain Jane of Direct Ma 50 
How To Think About Industrial Direct Ma 3.00 

BUSINESS BRIEFS 
Wetmore 6 Co 1015 S. Shepherd Dr., Houston 19, Texas (LY 9126 


BUSINESS CARD SERVICE 
270 Lateyette N. Y. 12, (CA 66340) 


Allred Allen Wat Allw iP. Clifton, New Jersey 
CATALOG PLANNING 
W. St. N.Y. 19 (PL 7.1967 
CHRISTMAS STATIONERY 
The Newbern Company 207 W. Mein Arlington. Texas (AR §-2207) 


CO-OP CARD — COUPON MAILINGS 
Rosham Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 
COPYWRITERS (Free Lance) 


8. O. Ine 


Catalog Planning Co 


Leo Bor, Jr 64 Jackson Bivd., Chi. 4, Ill. (HA 7-9187 
Orville Reed N. State Howe Mich. (Tel: 6 
Rostam Advertising (Mai! Orde 430 and Kansas City 6, Mo. (HA 6469) 
©. C. Shirey 0. M. Ad 62) N. W Wash. AD 
Altred 2 West 46h 097) N.Y JU 4662 
DIRECT MAIL 
Ahrend A ate 754 W. S4th JU 62547 
Amerncan Mau Adv nc...610 Newbury > Boston 15, Mass. 6.7540 
Barbera Boyn! & Staff 420 Marte on Pre Ca YU 62378 
homer J. Buckley ate Ch 2 ST 2.453% 
Chase & Richardson, inc 9 46th NY 7 (MU 2.8285 
Dickie Raymond ne 470 Atlant Ave Boston 10 Mans HA 6.3360 
Dictie Raymond, in 2725 Part Ave.. N. Y. 17, N.Y. (MU 43610 
Direct Services 175 Luckie St. N. W Atlanta } 3798 
Dufty & Ine 718 N. 4th St.) Milwaukee 2. Wis, (88 3.7862 
General Office Service, inc. $27 6 S!., N.W., Washington |, 0. C. (NA 86-5348 
48 


Frederickk E. Gymer 2125 E. Mh St.. Cleveland Ohio (SU 1-4220) 


Harrison Services, inc 34) Madison Ave., N. ¥. 17, N. ¥. (MU 9-1630) 
Hickey Murphy Orv. of James Gray, inc 21 N.Y.C. 17 (MU 2-9000) 
Proper Press. in 29 Lefaye St 3, N. Y. (CA 6-4757) 
&. Polk & 43) Howerd Mich. (WO 1|-9470) 
Repiy-O Produ Ce 7 Central Park W.. N. Y. 23, N. Y. (Ci 5-8118 
Seles Lette 48 W. 23rd St.. N. Y. It, (WA 9-6028) 
Sande Rocke & 7th Ave., N.Y.C. It (WA 4-155! 

8. Sends & Company 6 Brighton Ave., 8 n 34, Ma (ST 2-8947) 
John M. Lord & ¢ Beacon S$ 8 n 8 Ma (LA 3.6545 


eraser MAIL CONSULTANT 
175 Sth Ave., N. Y. 10. N. Y. (OR 7-6868) 


Lawrence Lewis & Acs 


tdward W. Osanna 75.35 Ave.. Jamaica 32, N. Y. (RE 9%-2244) 
DIRECT man EQUIPMENT 
8 WH. Bunn oo 7605 S. Vincennes Ave.. Ch 290 20 (HU 3-4455) 
Cheshire Mailing Machines Ir W Altgeld Ave., C 4,1 Li 9.3254 
Corbin Wood Products Hornell, N. Y 
R. C. Conhead 720 Frelinghuysen Ave Newark 5, N. J B! 2.2600) 
Felins Tying Machine 3351 N. S Milwaukee 16. Wis. (HI §-713!) 
nserting & Mailing Machines C Pr psburg, N. J. (PH 5.1441) 
Nationa! Bundle Tyer Co Blissfield, Michigan (BL 162) 
criptomat ine 310 N. tith St.. Phila. 7, Pa. (WA 2.4213) 
Seal-O Matic Machine Mfg. Co So. Hackensack, N. J. (HU 7-1490) 
DIRECT SUPPLIES 
Presto Process ¢ N. Water Street, Rochester, N Y 
ELLIOTT CUTTING 
Address-O-Rite Stencil & Mach. Co.. Inc. 64 W. 23 St.. N.¥.C. 10 (OR 5-3240) 
ear Cut Dus ating Co 149 Broadway, N. Y. 6 N.Y. (WO 4-4457) 
reative Mailing Service 460 N. Ma S Freeport, N. Y¥. (FR 8.4830) 
Elliott Addressing Mach. Ce 117 Leonard N. Y. 13 (WA 5-137!) 
ENVELOPES 

American Envelope Mig. Corp... 60 Beekman St.. N. 38, N. Y. (CA 6-7152) 
The American Paper Products Ce Eas! Livers O. (FU_$-4240) 
Atianta Envelope “ 700 Northside C Ailanta |, Ga. (EL 3686) 
Be & Jones € ine 601 W. 26th ‘ N. Y | (WA 4.4400) 
The Bost Envelope C 397 High Dedhe Ma (FA 5.6700) 
The Century Envelope Co.. 50! Park Ave., M.nneap 5, Minn. (GE 3663) 
The Clasp Envelope ir 9B Bleecke N.Y 2, WN. Y. (SP 7-035!) 
bia Enveiope 2015 N. Hawthorne, Me e Park, | (ES 8.6214) 
samuel Cupples Envelope ¢ 360 Furman S!., 6 kiyn 2. N. (TR 5-6285) 
Cupples Hesse Corts 4175 N. Kingshighway, Low 5. Mo. (EV 3790) 
( ' 000 Ir 50 Vandert Ave. W. Hartford 10, ¢ n. (JA 2-1221) 
e t Tullar Envelope 2139 Howard ‘ Det Mich. (TA 5.2700) 
arden City Envelope 300! N. Rockwell Chi. 18, Hl. (CO 7-3600 
-aw-O'Here Envelope 500 N. Sacramento Bivd., Ch 2. NE 8.1200) 
The Gray Envelope Mig. Co 55.33rd St., Brooklyn 32. N. Y. (ST 8-2900) 
rveco Envelone Ce 4500 Cortland Ch 19. (CA 
Long Island Envelope C In 06-05 Northern Bi. ¢ na, N. Y. (DE 54646 
Hochester Envelope 72 Clarissa Rochester 14. N. Y. (HA 2404 
The Standard Envelope Co 1600 E. 30th St.. Cleveland 14. O. (PR 1-3960 
Tension 1th & Campbell! Kansas City, Mo. (HA 0092 
Tension Envelope Corg 522 Fifth Ave.. N. Y. 36 N. Y. (MU 2.4644 
Transo Envelope 3542 N. Kimball Chicago 18, Ill, (IR 8.6914 
Tear Envelope Ce 22 Monit jersey City. N. J. (HE 4.1987) 
United States Envelope Co Sorinafield 2. Mass. (RE 67211) 
United States Envelope Cc 717 Broadway. N. Y N. Y. (BA 7-5700) 
The Wolf Envelope Co 1749-81 E. 22nd St. Cleveland |. O. (PR 1.8470) 


Wolf Detroit Envelope Co 14700 Dexter Bivd.. Detroit 32, Mich. (D1 1-2221) 


ENVELOPE SPECIALTIES 


Curtis 1000 Inc 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2.1221) 


Dy-Plex Envelope Corp 9026 Franklin Bilvd., Chi. 12, Hl. (NE 8.1200) 

arden City Envelope Co 300! N. Rockwell St.. Ch 18 It. (CO 7.3600) 

The Sawdon Co 480 Lexington Ave.. N. Y. 17. N. Y. (PL §-2516) 

Tension Envelope Co 1%h & Campbell Sts.. Kansas City 8, Mo. (HA 0092) 
FOREIGN MAILINGS 

Sande Rocke & Inc 9! N.Y.C. I! (WA 4.1551) 


FOREIGN POSTAGE 
Foreign Postage Service 6 Lahey St.. New Hyde Park, N. Y. (FL 2.2915) 


FUND RAISING 
William M. Proff Associates 27 Washington P!.. E. Orange, N. J. (OR 3.2233) 


HOUSE ORGANS (SYNDICATED) 
Susser Letter Service 70-01 Queens Bivd.. Woodside 77, N. Y. (NE 9-7500) 


IMPRINTERS — SALES LITERATURE 
Circulation Associates, Inc. 226 West Séth St.. N.¥.C. 19 (JU 6-3530) 
L. P. MacAdars Co 301 John S!.. Bridgeport 3, Conn. (ED 4 2167) 
INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded Nationwide 977 McDonald Ave.. Brooklyn 30, N. Y. (UL 3.1143 


Circulation Associates. 1 226 West Séth St.. N.¥.C. 19 (JU 6-3530) 
inserting & Mailing Corp 2 Broadway. N. Y. 4, N. Y Wh 4.3722 
Mailers, lr 216 N. Clinton St., Chicago 6 Fi «0722 


INVISIBLE INK POSTCARDS 


Morley W. Jennings East Orange, N. J. (OR 4-8308) 


-y PASTERS 
Potdevin Machine Co North St., Teterboro, N. J. (HA 8-194!) 
LABELS 
Dennison Mig. Co Framingham, Mass (TR 3-3511) 
Evretea Specialty Printing Co 558 Electric St.. Scranton Pa. (DI 7.2035) 
Alien ander in 385 Gerard Ave... N. Y. § N.Y MO 


9 Murray N. Y. 7, N. Y. (BA 7-777!) 


Penny Label Co 
Walnut St.. Philadelphia 2, Pa. (PE 5.6999) 


Tompkins Label Co 


THE REPORTER OF DIRECT MAIL ADVERTISING 


all 
ha 
4 
oe 
- 
be 
BUSINESS FORMS 


LETTER GADGETS 
Hewig C 19, (JU 2.2186 


Robert Straub & Cx 5 Biv j cat 4 WA 2.188 
A. August liger MU 5-9552 


Brunner Printing Co., In 010 Jefter v nph Tenn, (Tel: 2-2355 


Harper Engraving & Printin lumbus 15, O. (AD $057) 
> 


R. O. H. Hill Inc ’ 2, N. Y. (CA 6-6340 
Peerless Lithographing Cx 4313 Diversey Ave., Chi. 39. Il, (SP 2-7000 


MAIL ADVERTISING SERVICES (Lettershops) 
CHICAGO 
Caldwell! Letter Service 
Lettercraft 
Mailer Inc 
The Rylander C 
CLEVELAND 


eveland Letter § 


DETROIT 

Advert 

HOUSTON 

Premier Printing & 

KANSAS CITY 

Roske Advert 

LOS ANGELES 

Atlas Letter Service 

Krupe Adv. Ma 

Onto 
rt 
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(From Page 14) 
copy itself contained a little course 
designed to be helpful to those inter- 
ested in preparing advertisements. It 
showed how the much discussed ques- 
tion of copy length is one which 
really broadens out into all phases of 
the writing of an advertisement. But 
the one page was not enough for the 
story, so it was continued to another 
full page on the back of the first sec- 
tion of The Times (page 24). A won- 
derful public relations job which will 
probably be converted into a booklet 
on the subject of copywriting. It is the 
first time in the long history of The 
New York Times in which both of 
these fuil-page positions 
were bought by the same advertiser 


preferred 


for insertion on the same day. Also 
unique was the fact that this agency 
had the longest and shortest ads in 
the 7,000-word, two- 
reading 


the newspaper 
page ad and the two-line 


notice on page one. Congratulations! 


THIS 1S MORE LIKE IT: When Con- 
tinental Transportation Co. opened a 
new terminal and home office in Pitts- 
burgh, Pa. The Pittsburgh Press car- 
ried a special rotogravure advertising 
section in a Sunday edition. It was 
complete with a cover in color, articles, 
pictures, ete., on Continental's function 
in the city. But what impressed us 
most was this line in a press release 
about the “The Pittsburgh 
Press is now in the process of mailing 
10,000 of these sections to all of the 
people who do business with Contin- 
ental.” It wasn't too long ago that the 
Press was screaming the evils of di- 
rect mail to all their readers in the 
Steel City. We're delighted to see the 
change of attitude 
by the merchandising mailing. This is 


section 


as expressed 


more like it 


eee 


IDEARAMA was the title of a stimu- 
lating all-day meeting at the Barclay 
Hotel, Philadelphia, Pa, on Nov. 16 

sponsored by the Industrial Ad- 
vertisers Assn., 271 Madison Ave. New 
York. Although not a “clinic”, Idear- 
ama was designed to answer the ques- 
tions: Where do ideas come from? and 
How can they be put to work most ef- 


$1,024,132,189 


When October-November-December totals are added, 
top last year’s 12-month toto! of $1,347,882,915. To see how fast direct mail is 


Month 1953 

Jonvory. $ 101,826,775 
February: 98,142,24) 
March: 113,955,380 
April. 105,653,499 
May: 97 888,529 
June 98,874,122 
July: 99,757,573 
August 90,104,874 
September 100,098,332 
October: 117,403,208 
November 114,923,679 
December 117,765,614 
Total: $1,256,393,834 


1955 WILL SET AN ALL-TIME HIGH FOR DIRECT MAIL VOLUME 


DMAA’s estimated dollar volume spent on direct mail indicates that 1955 will set 
an all-time high. While figures for October, November and December aren't 
yet available, the total amount spent on direct mail through September, 1955, wos 
An increase of 5.83% over the first ? months of 1954. 


growing, compare the monthly and yearly figures for the past three years 


1954 1955 
$ 105,510,100 $ 111,600,961 
103,902,873 106,491,373 
121,281,000 123,986,168 
115,725,395 118,116,982 
104,597,853 109,367,107 
100,500,882 110,346,439 
102,346,655 105,431,620 
105,083,804 111,016,539 
108,698,520 127,775,000 
118,382,268 No figures 
121,381,294 No figures 
167,472,271 No figures 
$1,374,882,915 $1,024,132,189 


the volume should easily 


fectively? Eight subjects relative to 
industrial marketing and selling were 
covered by top experts. Larry Chait 
of R. L. Polk & Co. New York City, 
supplied the “how to do it” meat on 


direct mail. Idearama is a good idea 


itself . should be adopted by other 
organizations. 

eee 


QUITE A FEW CHANGES LATELY 
in the direct mail field. Barbara H 
Boynton, formerly of Sunset magazine 
and later of The Letter Shop in San 
Francisco, has started out on her own 
as a direct mail consultant. She will 
be located at 420 Market Street, San 
Francisco 11, Calif. Three DMAA direc- 
tors have taken up new activities. 
Lloyd F. Wood has resigned from the 
National Wildlife Federation and is 
now a consultant at 1640 Wisconsin 
Ave., N. W., Washington 7, D. C. Bob 
DeLay, formerly advertising manager 
of American Air Filter Co., Inc., is now 
vice president and account supervisor 
of Burnett & Logan, Inc., advertising 
agency, 450 E. Ohio St., Chicago 11, Il. 
Bob Maxwell! has left Better Farming 
and is now advertising manager of 
Cockshutt Farm Equipment Co., Inc, 
42 Main St., Irvington-on-the-Hudson, 
N. Y. Our old friend, C. B. Larrabee, 
resigned as chairman of the board of 
Printers’ Ink and is now director of 
publications for American Chemical 
Society, 1155 Sixteenth St, N. W., 
Washington, D. C Remember Ed 


Monahan of New Orleans’? He was the 
first local fellow with courage enough 
to counterattack the newspaper attacks 
on direct mail. His temerity for tack- 
ling the big fellows certainly didn't 
hurt his business. He has just moved 
into a new and larger location at 535 
Gravier Street where he will continue 
to service his direct mail clients with 
the kind of stuff which won him a 


place in the DMAA 1955 contest 


eee 
| THE POST OFFICE DEPARTMENT 
is getting worried about the sloppy 
handling of all classes of mail by poorly 
qualified distributors who case the 
mail. The Postal Bulletin for Tuesday, 
November 1, carried very hot instruc- 
tions to all postmasters, demanding that 
they take immediate steps to clean up 
a bad situation which has delayed too 
much mail. If you get any cases of 
badly delayed mail (with a “missent” 
notation on it) report it to your local 
post office inspector. They are watch- 
ing the situation carefully 


eee 


THE REPORTER STAFF sends its 
customary holiday greetings to all of 
you readers in this very last short note 
of 1955. Have a VERY merry time 
and look forward to a brand new 
peaceful 1956 without too many 
kicks (from this reporter, that is) 
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Investment: $304.50 
Return: $11,465.00 


Sweet music to a mail-order man’s ears. Spend $1 in advertising. Get 
back $38 in direct, identifiable sales results. That’s mail-order advertis- 
ing at its maximum peak of efficiency 

And that’s exactly what happened to the Clipper Casual Manufactur- 
ing Company of Lynn, Massachusetts when it mail-order advertised in 
Esquire. One 42-line insertion, cost $304.50; produced $11,465 worth 
of business; sold a fabulous 700 pairs of cold-weather boots priced at 
$14.95 a pair. 


An easy-to-sell item? Hardly! Not when the customer has got to be 
satisfied as to size and fit by mail. 


But unusual results are Esquire’s forte. Issue after issue, Esquire pays 
off for its mail-order advertisers ; yields handsome dividends from mini- 
mum investments. Why don’t you try the market? Quotations for the 


May issue (on Sale April 7) are: 
$105.00 per inch; minimum space 2 inches. 
Closing date: Feb. 18, 1956. 


To place your order, write, wire or phone: 
Norman L. Aronson, Mgr. Talking Shop 
Esquire, Inc. 
488 Madison Avenue 
New York 22, New York 
PLaza 9-3232 
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Shows you how to turn your 
mailing lists into extra dollars 
quickly and easily 


NOW — here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you — FREE — this profitable new Book 
by Jim Mosely, nationally known mail order list 
consultant. 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES... 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way of 
obtaining substantial extra net profits year after year. 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
for MOSELY Volume Mail Order Seller Clients (who 
don’t compete with you) . 


You can read this Book in only 10 minutes . . . and 
profit month after month .. . year after year. Tear 
and mail Coupon below TODAY for your FREE 
COPY of “How to Double Your Net Profits from Your 
Mailing Lists.” No obligation. 


CAN YOU USE MOSELY CHECKS? 


Mosely MALL ORDER LAST BEAVICR. 


@ How to find overlooked profits in your mailing lists eee 


@ How fo start 

@ The right rental rate for one-time addressing to your lists * may to 1 tons 

@ Added income for you yeor after year 

@ Why your nomes won't be copied 

@ Your questions onswered 


MOSELY MAIL ORDER LIST SERVICE, INC. 
Dept. RE 38 Newbury Street, Boston 16, Moss. J 2 4 4 
Okay Jim, please send me my new FREE COPY of - C Y 
your 10-page Book “HOW TO DOUBLE YOUR 
1 FITS FROM YOUR MAILING LISTS”. 
a MAIL ORDER LIST SERVICE, INC. 
Mail Order List Headquarters 
COmmonweolth 6-3380 38 Newbury St., Boston 16, Mass. 
” 
“Mosely sends the checks 


CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary 
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